
Keepin’ It Local Since 1970

GreenTree Roots

The Co-op Scoop
Yes, we are still working on plans for a store remodel and the
addition of a deli department.  It’s been a long process and the 
board and management are committed to making sure that the
project is well-planned and successful, and that the results are
directly connected to not only the member needs, but also the
mission of GreenTree. So what is the purpose? Below is a sum-
mary of what we hope to accomplish with this upcoming re-
model.
1. Reopen our deli operations with onsite kitchen.
2. Update equipment.
3. Increase energy efficiency with construction, new equipment
and electrical updates.
4. Create an interior space that is aesthetically pleasing and
user-friendly.

We have a few more details to work out before we set a
definitive timeline and appreciate your continued patience and
enthusiasm.

GREENTREE’S 2nd ANNUAL STREET FESTIVAL

It’s that time again! GreenTree Co-op’s 2nd Annual Buy Fresh, Buy Local, 
Select Michigan Street Festival is September 19, 2007 right in front of the
co-op.  We’ll have live entertainment from local artists, kids activities, 
snacks, and good company with the purpose of celebrating all of our
Michigan producers.  You’ll be able to meet  some of the local farmers 
whose produce you’ve enjoyed this summer and truly get to see not just 
where but who your food comes from.
So mark your calendars! Here is our chance to show our Michigan pro-
ducers how much we appreciate their products and hard work.

UPCOMING EVENTS
September 19th 2ndAnnual
Select Michigan Street Festival
September 16th Gluten Free
Cooking Class atArt Reach see
store for details
October 10 GreenTree Co-op
Board Meeting

Did you Know that
OCTOBER is Co-op &
FairTrade Month
Check inside for product
details.
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Did you know that October is Co-op month?
You can support these cooperatives when you purchase their products from

your co-op.

About 3000 almond growers in California make up the Blue Diamond Grower (www.bluediamond.com)
cooperative. In business since 1910, this co-op is now the world’s largest tree nut processing and marketing 
company. They are the makers of two of our more popular products: Almond Breeze almond milk and Nut-Thin
crackers.

Seven farmers started the Organic Valley (www.organicvalley.coop) cooperative in 1988 with a commit-
ment to providing sustainably and ethically produced organic dairy products. The 1149 owner-member farming
families that make up the cooperative today share the same mission. Many of you regularly purchase the Organic
Valley milk, sour cream, and soft and hard cheeses from our refrigerated section. Did you know that we also
carry the organic milk and chocolate milk in aseptic 4-paks in our kids’ section?  Also, since 1996, Organic Val-
ley has offered organic meats under the Organic Prairie label. We carry the hardwood smoked, uncured bacon;
the ground beef patties and chubs; the Italian pork sausage; and the breakfast sausage chubs.

East Wind is morethan just a worker-owned cooperative, it is also an intentional community located on
over a thousand acres of land in the Ozark hills of Missouri. All income and expenses are shared in this commu-
nity that puts out some of the best tasting nut butters around. Did you know that they make the peanut and al-
mond butters (both certified USDA organic) that we carry in bulk, as well as the raw cashew butter that we carry
in our grocery section? Visit them at www.eastwindnutbutters.com.

While all four of our coffee vendors provide a fair wage to their growers, Equal Exchange is the only one
that is actually a worker-owned cooperative. Since 1994, Equal Exchange has been expecting from its own com-
pany what it expects from its member growers: democratic control with minimum impact on the environment
and maximum contribution to the community. Check out their website at www.equalexchange.com for inspiring
stories.

Finally, we now carry certified organic maple syrup from the Wisconsin-based Organic Maple Coopera-
tive under the label Maple Valley. Offering four classes of membership (to producers, employees, customers,
investors), this cooperative ensures that its member family farmers will receive fair prices. Although our local
provider of bulk and packaged maple syrup, Ragged Rainbow, also uses no pesticides or formaldehydes, we offer
Maple Valley syrup as a certified organic alternative. Visit www.maplevalleysyrup.com for more info.

"Fair trade coffee. What it is. Why it matters."
Twin Cities Natural Foods Co-ops; Minneapolis, MN

By T.J. Semanchin

While coffee is a multi-billion dollar industry, small coffee farmers are left behind, impoverished and unable to
meet basic needs. The question remains: How do concerned consumers focus on practical solutions to this disparity? That
question has partly been answered: Fair Trade.

Fair Trade, as a business practice, reverses this trend by establishing fair and respect ful rules of trade. In the context
of coffee, Fair Trade is a certifi able set of criteria that addresses and repairs the imbalances found in the global market. The
producers (small coffee farmer cooperatives) and their trading partners (coffee importer/brokers) agree to follow internation-
ally defined criteria that help producers make a livable wage. These are the criteria set forth for Fair Trade practices:
· Purchase directly from farmer cooperatives that are democratically controlled and made up of small family farms
(no estate coffee).
· Guarantee a minimum price that ensures a just income for farmers.
· Provide advanced credit during the harvest to keep farmers out of debt to coyotes (local middlemen/loan sharks).
· Establish long term trading relationships based on mutual respect.
· Promote sustainable agriculture by buying from farmers that use traditional low-impact, chemical-free methods.

Once these criteria have been met and reviewed by the certi fying agency TransFair USA, this coffee is worthy of
carrying the Fair Trade label. The roasters using this label pay TransFair a 10-cent per pound licensing fee for promotion and

administration costs; the farmers pay nothing to be a part of the Fair Trade system. Fair Trade labeling of coffee started in
Continued on page 7….
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M arc h 2007

1. Vegetarian and Vegan Cooking
Thursday, September 27th
Want to try eating more vegetarian foods but don't know
where to start? Learn about vegetarian nutrition and di f-
ferent reasons to include more vegetarian and vegan
foods like tofu, tempeh, and seitan, or just how to let the
veggies take center stage. Recipes and samples in-
cluded.

2. Cooking with Seasonal Produce.
Thursday, October 12th
Michigan is second in the country for our diversity of
food production. We are fortunate to be in the middle of
this bounty, but what to do with all of this seasonal fresh
stuff? Recipes and samples included.

3. Homemade Pasta & Getting Saucy with Will
Thursday, October 25th

Incorporate home made pasta dishes into
your repertoire. Learn hand made and
machine techniques using whole grains,

Will Westerfield
Bill Wohlgamuth

Rebecca Dunning
Jack Allbee
Liz Busch
Sarah Curry
Janine Elder
Sheryl Judd
Sister Marie Kopin
Gary Kramer

Mary Anne Lee
Karen Lee
Angelo Moreno
Angie Mullen
Sheila Mullen
Val Nichols
Troy Oja
Larry Packard

Chris Roe
Jenn Romanelli
Josh Sefton
Tim Schrader
Alicia Shantz
Carol Stephenson
Terry Stephenson
Mary Ulmer

The following member owners have
generously volunteered time and talents throughout this past quarter. Apologies if

herbs and spices. Then, easily construct the sauces to add
fl avor and flair to your meals. Recipes and samples in-
cluded.

4. Bulk Foods; What ARE they, what do I DO with
them, and why should I involve them in MY life?
Tuesday, November 12th
Legumes & Whole Grains & Rice, Oh My! The possibilities
are endless with the vast selection available at the Co-op.
Spices and herbs complete these recipes and create truly
outstanding dishes. Recipes and samples included.

5. Chemicals are for Science Class, I want food in my
Lunchbox. Thursday, November 29th
Healthy lunches for the whole family will be the focus of
this course. Children welcome! Recipes and samples in-
cluded.

5. No Gluten? No Dairy? No Problem!
Tuesday, December 10th
This class utilizes many delicious alternatives to create both
new and familiar dishes. Recipes and samples included.

WHAT’S COOKIN’ AT THE CO-OP
All Classes are held at Art Reach located at 319 S. University, Mt. Pleasant from 6:30pm to 8:30pm.

$12/Owners-Members and $15/General Public. Register at the Co-op.
Be Sure To Save the Dates for these upcoming cooking classes! Have an idea for a cooking class not shown here?

Just let us know.

Who’s on Board?
Our democratically elected Board is responsible for the supervision of the General Manager and the fiscal
integrity of the co-op and is currently comprised of:
Shelly Smith-Board Chair Wilma Blackman-Board Member
Eric Baerren- Vice Chair Mike Brockman-Board Member
Kate Swier- Treasurer Ryan Doran-Fisher-Board Member
Jennifer Fields-Co-Secretary Julie Stevens-Board Member
Ray Davies Co-Secretary
As the members’ representatives, the Board of Directors values hearing from members.  Each board meeting 
(held at 6:45pm the 2nd Wednesday of the month in the Annex room of Veterans Memorial Library) devotes
timeto Open Forum specifically for that purpose. Please join us.
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A Shopper's Education
Reading Consumer

Labeling
Ever wonder what all those claims on labels

mean? What the heck does "A Low Fat, Good Source of
Healthy, Extra Lean Goodness" really tell you? Have
you taken the time to read the whole label on your pur-
chases recently?

There are so many new claims about products
all the time, it can get very confusing to know what is
an advertising gimmick, and what is an actual, verifiable
statement.

Food Labeling
The Food and Drug Administration set forth

guidelines in 1993 for the new Nutrition Facts Panel
now found on most food products. It makes identifi-
cation of the various elements of food products easy
to find and understand. Serving sizes are more con-
sistent, and reflect amounts that people actually eat.
The list of nutrients covers those important to the
health concerns of today’s consumers. Sodium, cho-
lesterol, carbohydrates, dietary fiber, sugars, protein,
and calories from fat are all listed now. The percent-
ages of the recommended daily values are shown to
allow for a complete picture of your overall dietary
intake.

The wording used by manufacturers to make
claims about their products are also regulated. The
definitions of some of them include:

 Free: A serving contains no or a physiologi-
cally inconsequential amount: less than 5
calories; less than 5 mg of sodium; less than 0.
5 g of fat; less than 0. 5 g of saturated fat; less
than 2 mg of cholesterol; or less than 0. 5 g of
sugar

 Low: A serving (and 50 g of food if the serv-
ing size is small) contains no more than 40
calories; 140 mg of sodium; 3 g of fat; 1 g of
saturated fat and 15 percent of calories from
saturated fat; or 20 mg of cholesterol; not de-
fined for sugar; for "very low sodium" –no
more than 35 mg of sodium.

 Lean: A serving (and 100g) of meat, poultry,

seafood, and game meats contains less than 10 g
of fat, less than 4 g of saturated fat, and less than
95 mg of cholesterol.

 Extra Lean: A serving (and 100 g) of meat, poultry,
seafood, and game meats contains less than 5 g of
fat, less than 2 g of saturated fat, and less than 95
mg of cholesterol.

 High: A serving contains 20 percent or more of
the Daily Value (DV) for a particular nutrient.

 Good Source: A serving contains 10 –19 percent
of the DV for the nutrient.

 Reduced: A nutritionally altered product contains
25 percent less of a nutrient or 25 percent fewer
calories than a reference food: cannot be used if
the reference food already meets the requirement
for a "low" claim.

 Less: A food contains 25 percent less of a nutrient
or 25 percent fewer calories than a reference food.

 Light: (1) An altered product contains one-third
fewer calories or 50 percent of the fat in a refer-
ence food: (if 50 percent or more of the calories
come from fat, the reduction must be 50 percent
of the fat.) (2) The sodium content of a low-
calorie, low-fat food has been reduced by 50 per-
cent (the claim "light in sodium" may be used): or
(3) The term describes such properties such as
texture and color, as long as the label explains the
intent (e.g., "light brown sugar", "light and
fluffy.")

 More: A serving contains at least 10 percent of the
DV of a nutrient more than a reference food. Also
applies to fortified, enriched, and added claims
for altered foods.

 Percent Fat Free: A product must be low-fat or fat-
free, and the percentage must accurately reflect
the amount of fat in 100 g of food. Thus, 2 . 5 g of
fat in 50 g of food results in a "95 percent fat-free"
claim.

 Healthy: A food is low in fat and saturated fat,
and a serving contains no more than 480 mg of
sodium and no more than 60 mg of cholesterol.

 Fresh: (1) A food is raw, has never been frozen or
heated, and contains no preservatives (irradiation
at low levels is allowed); or (2) The term accu-
rately describes the product (e.g. "fresh milk" or
"freshly baked bread.")

 Fresh Frozen: The food has been quickly frozen
while still fresh; blanching is allowed to prevent
nutrient breakdown.

"Green" Advertising Claims
What about environmental claims? Things like

"recyclable" and "ozone friendly" look good, but are you
getting what you think you are when you buy products
boasting these claims? Some of them are very important,
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but others can be misleading.
If a product says, "recycled," check to see how

much of the product or packaging is recycled. Many pack-
ages will say where the recycled material comes from.

 "Post Consumer" material comes from previously
used business or consumer products, such as
newspapers, plastic bottles, glass containers, or
aluminum cans.

 "Pre Consumer" material, on the other hand, is
basically manufacturing waste. By-products of a
manufacturing process are gathered and reused
rather than disposed of.
Some products and packages state that they "use

less materials" in the first place than previous or compet-
ing manufacturers. Check to see exactly what the claim
is, and how much it is reduced, and compared to what.

If a label says "recyclable," be sure that you have
the ability to recycle that particular material. If your mu-
nicipality won’t take plastic bottles, for example, buying 
recyclable plastics won’t do you any good. You will end 
up saving and transporting the empties to another place,
or throwing them away. Look for claims that state clearly
whether they apply to the product, the package, or both.
For example, the claim "recycled content" by itself may
not give you enough information.

Be wary of vague claims of environmental safety.
A claim that a product is "environmentally friendly" or
"eco-safe" has little meaning. Everything has some im-
pact, although some may have less impact than others.
Similarly, claims like "safe in a landfill" or "safe for in-
cineration" provide little help in choosing between prod-
ucts. Most consumer products pose little environmental
risk if disposed of in properly designed waste facilities.
Some products claim to be "degradable" which might
mean they are:

 Biodegradable : materials such as food and leaves
that break down and decompose into elements
found in nature when exposed to air, moisture,
and bacteria or other organisms.

 Photodegradable: materials, usually plastics, dis-
integrate into smaller pieces when exposed to
enough sunlight. However, landfills are de-
signed to minimize the entry of sunlight,

air, and moisture to avoid pollutants enter-
ing into the air and drinking water. Unfortu-
nately, this slows degradation of even the
most natural of substances.

Composting takes advantage of degradability. Some
people compost yard trimmings and some food
scraps in their back yards.

Where To Get More Information
Expiration dates and other manufacturer in-

formation is often printed on products in codes. You
cannot tell from a series of numbers whether it is
actually a date, or an indication of machine number,
week number, plant I.D., etc. The best way to tell is
to call the company directly. There is usually an ad-
dress and telephone number on the packaging. Very
often now there are also email addresses. If you are
in the habit of regularly checking the packaged and
canned goods in your pantry, you can call the com-
panies and check the age of the package you have,
and also learn their shelf life expectation. A friend of
mine did this, and received coupons from three dif-
ferent companies whose products she learned were
out of date and then discarded.

For more information on Nutrition Facts, or
if the packaging is too small to hold the Nutrition
Facts Label, there will be a telephone number on the
package to call for that information. If you want
more information on the laws concerning nutrition
labeling, check out the Food and Drug Administra-
tion’s website at http://www.fda.gov.

If you have questions or concerns about en-
vironmental advertising claims, write to Correspon-
dence Branch, Federal Trade Commission, Washing-
ton, DC 20580, or call 202-326-2222. If you would like
more information about "green" advertising claims
and other consumer topics that are included in the
"Consumer’s Resource Handbook", a free self-help
guide listing more than 2,000 consumer contacts,
write to Consumer Information Center, Pueblo, CO
81009.
Sources include Food and Technology (February 1993)

and "Green" Advertising Claims (EPA Oct. 1992)
EPA530-F-92-024.

Life is a Banquet….Yummy Soba Noodles AGAIN!  Submitted By Member Owner Greg Spinner
If you tried this recipe last time you might have been surprised by howspicy it was. As it turns out, we left out an ingredi-
ent. The recipe makes enough for three or four packages of noodles, depending on your taste. A little goes a long way,
but watch out—Greg warns that this concoction is “dangerously seductive.”  So, please try it again and enjoy!

Mix the following in a blender and serveover cold soba noodles with scallion garnish
1/3 cup tamari 1 tablespoon maple syrup
1/4 cup sesame oil 1/4 cup tahini
1/4 cup chili oil 3 tablespoons balsamic vinegar
1/2cup Brown sugar
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How’s My Juggling?
by Kristen Ulmanis
Grocery/Frozen/Bread Buyer

A couple of newsletters ago, I explored the various priorities that a GreenTree buyer must consider when deciding
which products to put on the shelves in her department. Is it organic? Is it local? Does it contain common allergens? Does it
taste good? Does the company that produces it demonstrate a commitment to sustainable practices? How much will it cost?
Does it involve the least amount of packaging possible?

Most products do not satisfy all of the criteria. In fact, they generally satis fy only a couple of them. For me, this has
made buying a juggling act during which I must decide which priorities to keep in the air and which ones to let fall. Below is
a rundown of products that have made the cut and the reasoning that went into that decision. I encourage your feedback on
these products. Are they keepers?

Fishing for a Better Salmon
We currently carry EcoFish’s Grab ‘n Go Wild Alaskan Salmon, which is available in individual 4 oz. vac-packed,

frozen portions. According to the label, these are caught by either trolling (hook and line) or netted by local fishers. The web-
site (www.ecofish.com) assures us that endangered species are not included in the catch and that unwanted species are
avoided as much as possible. EcoFish also claims to follow practices that will not endanger the fishery from which the fish
were caught. And the fish may be harvested from a fish farm, or aquaculture. This product can be ordered and delivered
every week by our main supplier.

Recently, a member suggested that we bring in a salmon he highly recommended for its superior taste. As it turns
out, the salmon appears to surpass EcoFish in its sustainable practices. Lummi Island Wild is a company that uses reef nets to
catch salmon as the flood tide carries them northward from Puget Sound toward the Fraser River. Rather than pursuing the
fish in motorized boats using fossil fuels and emitting pollutants, these boats are anchored. When the nets are raised to catch a
school of fish, the electric winches rely on solar-powered batteri es. Fish are sorted, and unwanted fish are quickly returned to
the water.

This wild-caught salmon will be available at GreenTree around the second week of September in 10-oz. boneless
fillets with the skins. When I called to place the order, the gentleman who was answering my questions was actually on the
boat. He had to get off the phone because a catch was coming in. This fish is only wild-caught! The price per pound should
be comparable if not less than EcoFish, but the availability might not be as consistant. Check out the website
(www.lummiislandwild.com) for more info. Let me know what you think.

More than Annie’s
Have you ever noticed that we carry only one brand of salad dressing, namely Annie’s?  Hey, it’s good stuff, and 

shoppers definitely have their favorites. However, after eliminating a few slow-sellers, we now have some space to branch
out and bring in some different brands. This month on Member Advantage we can all try Organicville dressings in four fl a-
vors. All the dressings are USDA certi fied organic, gluten-free, dairy-free and vegan, with no added sweeteners. Check out
the Olive Oil & Balsamic; Sundried Tomato & Garlic; Pomegranate; and the one that seems to have piqued the most curiosity:
Non-Dairy Ranch!

By the way, when I called to inquire about an introductory discount, I spoke directly with the company’s founder and 
president, Rachel Kruse.  While not local (they’re in California), the company is small and committed to organic products as a 
way of li fe, not just a profitable trend. For more info, visit www.organicvillefoods.com.

What About Soy?
One of the few drawbacks of the above dressings is that they do contain soybean oil, as do many of Annie’s dress-

ings. An increasing number of our shoppers are requesting soy-free products as they have been diagnosed with an allergy or
intolerance to soy. In response, we recently brought in Hain Safflower Mayonnaise, which had been special-ordered by a soy-
intolerant member.  Although the Spectrum Canola Mayonnaise, which we’ve carried for years, does not list soy as an ingre-
dient, we were unable to get confirmation from Spectrum that soy is not an ingredient.

No guarantees can be made that the Hain Safflower Mayonnaise is soy-free because it is made in a facility that also
makes products that do contain soy, but the equipment is flushed between batches. It has sold slowly, but that might be be-
cause people are not aware of why it was introduced. Should we carry this product?

Local AND Gluten-Free?
That’s a combination that has eluded us until a member brought Heartland’s Finest to our attention.   This Michigan-

based company relies on Michigan farmers for the white navy beans that are used in its gluten-free pastas and flours. Al-
though the products are currently manufactured in Iowa, the company hopes to move some of its manufacturing operations to
Michigan.
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Available on Member Advantage in the pasta section this month are the Gluten-Free Spaghetti and Gluten-Free El-
bow Macaroni. In the baking section is the Gluten-Free Performance Blend Flour, which can be used 1-for-1 as a repl acement
for wheat flour. I have heard positive remarks about the flour from other co-ops. As for the elbow macaroni, it can be soaked
instead of boiled, which is handy if you are using it in a pasta salad.

Why Sno-Pac?
Have you noticed that we are carrying more Minnesota-based Sno-Pac frozen fruits and vegetables in our frozen sec-

tion?  We’ve been carrying the spinach for a while.  Now we carry the blueberries and peas.  Like the Washington-based Cas-
cadian Farm, they are certi fied organic. Unlike the Cascadian Farm produce, all of the Sno-Pac produce (with the exception
of the strawberri es this season) are grown in the United States. (Try www.snopac.com for more info.) As many of us become
more conscious of the number of miles that our food must travel, this might become more of a priority among our member-
ship.

How much of a priority is it to you? This month, we are offering the Cascadian Farm shelled and unshelled
edamame on CAP sale. As you will notice when you look on the back of the Cascadian Farm packages for the country of
origin, both are sourced from China. Sno-Pac offers both products with U.S.-grown edamame but does not participate in the
CAP sale program. Would you forego the sale to ensure that your product is from the U.S.?

Next time you’re in, check the back of the Cascadian Farm packages.  If there is no country stamped on the back of 
the package, that means that it was grown in the U.S. Do you care if your broccoli is from Mexico or i f your blackberries are
from Serbia?  We won’t be able to replace all of the Cascadian Farm products with similar ones from Sno-Pac due to limited
availability. Should we still carry the Cascadian Farm? Let me know.

And I’ll keep juggling….

Fair Trade Continued from page 2...

Holland in 1988. There are now 17 Fair Trade initiatives in countries from Europe, North America and Asia, with TransFair
USA coming on board in 1999. These organizations comprise the international umbrella organization Fair-trade Labeling
Organization (FLO). The list of FLO’s Fair Trade products has grown to include bananas, tea, sugar, honey, chocolate and 
orange juice. These additional products are available to many Europeans. The U.S. Fair Trade market for them is not as
developed, but with increased efforts by consumers, retailers and activists, these and other products could be available here.

“Farmer Friendly” is a step beyond Fair Trade certification. “Farmer Friendly” means importers know the people 
who produce the coffee and these friendships help shape the business. The fact that more companies are now offering Fair
Trade Coffee is certainly positive, but the Fair Trade movement will only move forward with deeper commitments and di-
rect relationships with the farmers. For consumers, it is important to note the distinctions among companies that offer Fair
Trade goods and support those that are Fair Trade companies.

This commitment to Fair Trade and “Farmer Friendly” practices, is even more important than ever as farmers are 
currently facing incredibly low prices for their crop. Roberto Ramirez, the president of the indigenous cooperative APECA-
FORMM (a Guatemalan trading partner), calcul ated that the farmers are receiving three times as much money through Fair
Trade as they would if they sold directly to the coyotes (local middlemen). These farmers, who until recently had no access
to market information, are now fully engaged in the Fair Trade system. The neighbors of APECAFORMM that do not yet
participate in the Fair Trade system are in dire straights due to the low coffee prices offered on the conventional market.
These farmers are forced to leave their coffee fields unharvested as they migrate to the cities or the border looking for jobs
in the maquiladoras (sweatshops).

This kind of globalization is pushing marginalized people over the edge. In stark contrast, Fair Trade is allowing
farmers to remain on their land, with their families and to be part of stable rural communities. As consumer awareness and
demand increases, the benefits of Fair Trade can spread to all farmers (including farmers and farm workers in our own
country). The Twin Cities and upper-Midwest are a major force in the Fair Trade Movement, in part because of the presence
of the food co-ops. The purchasing decisions of co-op members, customers and workers, make this area a rich resource for
the advancement of Fair Trade, and a more just global economy. Fair Trade Resources on the Web: www.peacecoffee.com,
www.fairtradefederation.org, www.fairt rade.net, www.transfairusa.org, and www.iatp.org

GreenTree Co-op FAIR TRADE COUPON
Take $1.00 off the purchase of any

FAIR TRADE PRODUCT during the month of October
Expires October 31, 2007



A quarterly publication of
GreenTree Cooperative Grocery
214 N. Franklin
Mount Pleasant, MI 48858
989-772-3221
Fax: 989-775-3961
www.greentree.coop

Serving your local community for over 35
years!

Store Hours
Mon–Sat 9am - 8pm

Sunday 12–5pm

GreenTree Co-op
Big Enough to Meet Your Needs

Small Enough to Meet Your
Neighbor

OUR MISSION: The GreenTree Coop-
erative seeks to provide healthy, earth-
friendly food that meets high quality
standards and to provide information and
education to the greater community,
which allows people to make informed
choices about their own health and their
impact on the greater environment.

OUR VISION: We seek to promote a
healthy world where people engage in
sustainable lifestyles with a reduced
need for petroleum and where coopera-
tive enterprise is the foundation of a sus-
tainable economy.

THE INTERNATIONAL COOPERA-
TIVE PRINCIPALS

1. Voluntary and Open Membership
2. Democratic Member Control
3. Member Economic Participation
4. Autonomy and Independence
5. Education, Training and Information
6. Cooperation Among Cooperatives
7. Concern for Community

Cooking Class Schedule
All classes held in Art Reach classroom located at

319 S. University, Mt. Pleasant, MI. from 6:30pm to 8:30pm
$12/Owner-Members, $15/GeneralPublic. Register at the Co-op.

Thursday September 27, 2007 Vegan and Vegetarian Cooking
Veg, Vegan, GF, DF
Tuesday October 12, 2007 Cooking with Seasonal Produce
Veg., Vegan,
Thursday October 25, 2007 Homemade Pasta & Getting Saucy with Will
GF, DF, Veg, O
Tuesday November 12, 2007 Bulk Foods. What do I do with Them?
Veg., Vegan, DF
Thursday November 29, 2007 Chemicals are for Science Class, I want Food
G, DF, Veg., Vegan in my Lunchbox!
Tuesday December 10, 2007 No Gluten? No Dairy? No Problem!
Veg., Vegan, GF, DF

COOKING CLASS KEY:

GF = Gluten-Free
DF = Dairy Free
Veg = Vegetarian
Vegan = no use ofany animal products including dairy and
honey
O = Omnivore; animal products will be included

At least four recipes will
be prepared during each
class. P lease inquire at
the Co-op for details re-
garding the composition

ofeach recipe.
Thanks, and seeyou in

the kitchen!


