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Greetings Co-op Community
Thanks to all of you that attended the Annual Meeting. It was good to hear
feed-back on the many issues facing the co-op today. For those of you that
couldn’t make the meeting, we talked about the possibility of expansion,
converting the membership system to equity shares, gave updates on the
staff, discussed the financial situation and had some very good food. Thanks
to all of you that helped to prepare and clean up afterward. The board is
taking into consideration the many opinions expressed at the meeting. Most
of the members present asked that we continue to explore the possibilities for
expansion but were only luke-warm on the idea of equity shares. The equity
shares issue is, therefore taking a back seat to the expansion discussion at
this point.
One issue that has come to light again since the annual meeting is that of
credit card purchases. The co-op gets charged for every purchase made with
a credit or debit card. Yearly, these fees total around $8,000 - $10,000. Most
of us occasionally find ourselves in the position of needing to use credit and
debit cards at the co-op. They seem to be a well-integrated part of our
society. For those of you that have a choice, however, please consider
paying with cash or a check. The less money sent to an already bloated
credit card industry the better!
Lastly, for those of you that would like to attend a board meeting (and who
wouldn’t?!) the board meeting date has changed. They are now held on the
fourth Tuesday of every month at 7pm in the café. As always, if you have any
questions, comments or concerns, feel free to attend a meeting or drop us a
note in the board mailbox in the office. Thanks.
-Michael Lew-Smith, for the Buffalo Mountain Co-op Board

Recipes
Cinnamon Buns
Recipe from Esther Ewing
(Lori Leff strongly recommends)
2T yeast
1 ! C warm water
1t sugar
combine and proof yeast
In mixing bowl combine:
1C whole wheat flour
1C oat bran
1/3 C ground flax
1/3 C milk powder
1 ! t salt
Add to yeast mixture:
" C maple syrup
2T canola oil
Add to bowl and add enough
white flour to make dough.

Café Scones
A Staple of the Buffalo
Mountain Café!
2C WW pastry flour
2C white pastry flour
2/3C sugar
4TB baking powder
1t salt
1 stick unsalted butter
1)
mix flour with other dry ingredients
2)
cut in butter
3)
add 4-6 oz. dry fruit (judge volume)
and 2-4 oz. nuts or ginger
1 large egg
1 # C heavy cream
4)
lightly beat wet ingredients
5)
add liquid to dry to make stiff dough
6)
divide in ! - cut each half in 8 pieces
7)
bake at 425 degrees for 12-15 minutes

Knead 10 minutes, let rise in
greased bowl 1 hour
Combine in small pan:
! C raisins
! C date sugar
3/8 C juice (apple, pineapple)
bring to a boil and let stand 1 hr.
When bread rises punch down,
Divide in half.
Roll each piece into
rectangle 9” wide and " “ thick
Spread each with:
1t canola oil
! the raisin mixture
" C pecan pieces
Roll tightly, Cut into 1 “ pieces
Place in greased pan with maple syrup
Let rise 45 min., Bake 350 20-30 min.

What’s for Dinner? from
Annie Gaillard You need:
-10 minutes max
-1/2 onion
-2 T coconut oil
-2 cakes tofu
-2 T nutritional yeast
-tamari
Sauté onions in coconut oil. Mash tofu
(I use a pastry blender). Add to onions.
Heat. Add nutritional yeast and tamari.
Serve!
How’s that for QUICK?!!!

Herb of the Month: Pulsatilla
By Kirby Campos
Pulsatilla patens is the botanical name for pasque flower. It is also known as Pulsatilla Anemone,
Anemone patens, and Pulsatilla vulgaris. Pasque flower is derived from the French word for
Easter, which is when Pulsatilla is most likely to bloom. The leaves and stems are covered in soft
hair and the bell-shaped flowers are lilac-colored or purple.
This herb is honored as special medicine by Native Americans, due to it’s multiple
benefits. Pulsatilla, or the pasque flower, is an excellent herb for the nerves, as it produces a
calming effect and lifts the mood to be more childlike. The energetic vibrations are changed in
the body by this herb, resulting in a more carefree mood. It helps reduce stress, and soothes the
nervous system, and has brought relief when overburdened, anxious, and depressed. Pulsatilla
has also been used to help reduce extreme tension, fear or anger.
The pasque flower is highly esteemed for it’s long list of medicinal uses. In addition to
being soothing to the nervous system, it is quite helpful in reducing sinus pain, neck pain and ear
and headaches. It has been used as an anti-inflammatory for arthritis, as well as for an array of
female health issues such as dysmenorrhea (painful periods), premenstrual tension and
suppressed or light periods. Pulsatilla has also been helpful in childbirth for slow labor, and after
birth for post partum depression pulsatilla helps to reduce inflammation and pain of the
reproductive system for both female and male.
This wondrous herb has also been used to treat cataracts and other eye problems, as well
as for treating coughs. It has also been widely used in homeopathic medicine. However, the plant
cannot be ingested as a fresh herb, because it can be a strong irritant. Therefore, Pulsatilla, like
all medicinal herbs, needs to be treated with reverence for the sacred gift of medicine, yet
respected for their powerful strength.
This article was researched from the following resources:
The Complete Woman’s Herbal, by Anne McIntyre
The Encyclopedia of Medicinal Herbs, by Andrew Chevallier
Sacred Plant Medicine by Stephen Harrod Buhner

Support the Working Landscape
Co-op Member Christina Goodwin

Many of us as individuals already know the countless benefits of buying locally, be it
economics, community building or environmental…but what bigger efforts are being made to
support the movement?
The Lamoille County Natural Resources Conservation District & Nature Center (LCNRCD) is
a not for profit organization serving predominantly Lamoille County since 1945. Encouraged
by the Vermont Department of Environmental Conservation’s draft Lamoille Basin Plan,
LCNRCD has formed relationships over the last five years with many other conservationminded organizations and agencies to look at the entire Lamoille Watershed as a project area
when appropriate. Thus is born the Lamoille Valley Farm & Forest Initiative (LVFFI).
To be succinct, LVFFI is a series of projects that support the working landscape, be it farming
or forestry or their secondary markets. LCNRCD is pleased to announce two projects that
might interest Buffalo Mountain Co-Op members in particular.
Lamoille Valley Farm & Forest Directory:
Over a year of research is culminating in a guide to over 125 primary and secondary
agricultural and forest product producers within the watershed. That means that if you are
looking to buy local and therefore directly support your working neighbors, this is the resource
guide for you! The directory will be available on our website www.lcnrcd.com and a limited
number of hard copies will be available. Although the Co-Op, in particular, does a wonderful
job at carrying local products, there are a number of things that never find their way to a
distributor and can only be found at the farm stand.
Farm & Forest Forum:
Join us on Saturday, June 9th at Applecheek Farm in Hyde Park as we discuss issues pertinent
to consumer, producer and forestland manager. This daylong event will include workshops
such as starting a Lamoille Valley Localvore Chapter, product marketing, year round farmers
markets, diversifying your woodlot, value added processing, agroforestry, and more. Call
LCNRCD for more information or to register.
For more information on the LVFFI or other District projects contact Christina,
888-9218 x 13 or email christina.goodwin@vt.nacdnet.net

BigGreenPurse.com urges women to spend more on Earth-friendly products.
Excerpted from the Christian Science Monitor
By Marilyn Gardner
When the subject is the environment, Diane MacEachern has long been ahead of the times.
Thirty years ago, she earned a master's degree in natural resources and the environment. And 20
years ago she helped design and build the energy-efficient house in the Washington, D.C., area
where she and her family live.
Now she hopes to be in the vanguard again. Next week she is launching a national campaign and
a website, BigGreenPurse.com, urging women to shift at least $1,000 of their annual household
spending to green products. On average, people spend $18,000 a year on groceries and
household goods.
"Women spend 80 cents of every dollar in the marketplace," Ms. MacEachern says. "We could be
the most powerful force for economic and environmental change in the 21st century if we
focused our money where it could make the biggest difference. If a million people did that, it
would have a $1 billion impact."
As she outlines these benefits to women she meets, she finds an enthusiastic response. "Women
love the idea that they have that much power in their purse," MacEachern says. "It can get them a
future they want to leave to their kids – clean water, clean air."
For many people, the marketplace question becomes: What should I buy?
"You start with the products that make the most difference to you," MacEachern says. "You also
try to focus on the product that has the biggest impact in protecting the planet." She offers six
suggestions:
• Organic, locally grown food. Because it doesn't use pesticides, it immediately helps water
quality, species protection, and health.
• Energy-efficient appliances. That can be as simple as energy-efficient light bulbs. When
replacing an appliance, choose the most energy-efficient model.
• Fuel-efficient cars. "Buy the most fuel-efficient vehicle you can get in your class and price
range," she says. "That will have a direct impact on air quality."
• Nontoxic cleansers. "It's ironic that so many cleaning products are linked to toxic chemicals,"
MacEachern says. "This whole notion of the dirty kitchen and the deadly bathroom – we have
been sold such a ball of nonsense by manufacturers of cleaning products. All we really need is
water, baking soda, distilled vinegar, and common liquid soap."
• Shade-grown coffee. US consumers drink one-fifth of the world's coffee. "It should be grown in
rain forests, but instead it's grown in equatorial countries. Coffee plantations cut down rain
forests." A shade-grown coffee industry is developing to renew the rain forest.
• Phthalate-free cosmetics. Because the cosmetics industry is not regulated by the US Food and
Drug Administration or the Environmental Protection Agency, power for change resides in the
marketplace. (Phthalates are plasticizers found in some perfume, nail polish, deodorant, and
more. Researchers have linked it to health problems in laboratory animals.)

rBGH Campaign from Hunger Mountain Co-op
The Hunger Mountain Co-op has sent us materials for a campaign they are mounting to influence the
Cabot Co-op to stop using milk from cows treated with rBGH in their products. If you would like to
support this campaign, you can fill out a post-card located next to the front door on the window-sill.
Here is the info from Hunger Mountain.
March 1, 2007 – As part of our Hunger Mountain Coop mission statement, we strive to provide and
promote "healthy foods and ecologically sound goods.” In that spirit, we have long taken a stand
against the misguided practice of administering bovine growth hormone to dairy cows. Now, in
conjunction with the Institute for Social Ecology, we are launching a consumer education and
advocacy campaign to encourage Cabot Creamery to phase out the use of milk from cows treated with
rBGH. Cabot Creamery is our largest cheese supplier, and New England’s largest cheese producer.
We have attached two postcards. Please take this opportunity to make your voice heard to both Cabot
Creamery and Agri-Mark, the parent company of Cabot Creamery. You may attach postage and mail
them yourself, or drop them off at The Coop and we will send them along. You may also contact
Cabot at 1.888.792.2268 or rstammer@cabotcheese.coop, and Agri-Mark at 1.978.689.4442 or
pjohnston@agrimark.net
We will continue to spread the word of this campaign and share materials with food cooperatives
across the country. We are mindful of the long connection we have with Cabot Creamery and of their
generosity in the community. We also recognize that, although only a small percentage of AgriMark’s farmers are actually from Vermont, these farmers are our neighbors. We truly believe that it is
in the long-term best interest of Cabot, its farms, and consumers to phase out the use of rBGH.
Why bother doing anything about rBGH?
Concerns about its use center on 3 areas:
Increased cancer risk.
According to Martin Donahoe, MD and member of Oregon’s Physicians for Social
Responsibility, “there isn’t 100% proof that injecting cows with rBGH is increasing cancer rates
in humans. But there is substantial scientific evidence linking rBGH with increased IGF-1
(another powerful growth hormone) which IS known to be associated with higher cancer rates.”
Antibiotic resistance.
Cows given rBGH may experience higher rates of mastitis, a painful udder infection. It is treated
with the same antibiotics as used to treat human infections. Some bacteria resistant to these
antibiotics can survive pasteurization and pass into humans through dairy products, resulting in
increased antibiotic resistance in
humans, a major health problem.
Harm to cows.
Besides mastitis, rBGH has been shown to increase the incidence of 15 different harmful effects
to cows’
health, including birth disorders, increased pus in milk, hoof problems, heat stress and
gastrointestinal disturbances. The Humane Society of the US, Humane Farming Association,
Farm Sanctuary, & Animal Protection Institute have all condemned the use of rBGH.
Sources:
Food and Water Watch, Times Argus, New York Times, Oregon Physicians for Social
Responsibility

Third Annual Planting Hope Plant Sale
The Third Annual Planting Hope Plant Sale will kick-off Memorial Day weekend at the Coop. Look for the plant stands filled with perennials, annuals, and vegetables of all varieties.
Please be
thinking about what plants you might want to be dividing and donating to the sale, as well as
saving space in your gardens for the great deals you can get at the co-op. When you donate a
plant, be sure to note what variety and color it is. Donations will gladly be accepted
starting the week of May 21. We hope that this will be a record-breaking year for this
fundraiser! Thank you in advance for your support of Planting Hope, the Buffalo Mountain
Co-op’s sister project in Nicaragua.
For more info contact Helen Beattie, hnbeattie@aol.com, 472-5127; or Sarah Morgan,
morgas@comcast.net

From the Organic Consumers Association;
USDA & LEADING ORGANIC DAIRIES CONSPIRING TO DEGRADE ORGANIC DAIRY
STANDARDS BY NOT REQUIRING PASTURE FEEDING
The most serious threat to U.S. organic standards since 1998 is in the dairy sector. Two rapidly growing
and profit-obsessed corporations, Horizon and Aurora Organic, are sourcing much of
their milk from intensive confinement dairy feedlots, where the cows have little or no
access to pasture. Now, in a secret letter obtained by the Cornucopia Institute, OCA
has learned that three other major organic dairies, Stonyfield Farm, Organic Valley,
and Humboldt Creamery have joined forces with Horizon and Aurora to lobby the
USDA to keep dairy standards vague and unenforceable, by not requiring any specific
percentage of the cow's feed to come from pasture. The National Organic Standards
Board and the overwhelming majority of the nation's dairy farmers have repeatedly
stated that at least 30% of an organic cow's feed during the growing season should be
coming from pasture. Scientific studies have shown that milk and meat from pastured
animals are qualitatively healthier than milk and meat derived from animals kept in
unhealthy and inhumane concentrated animal feeding operations (CAFOs).
Learn more: http://www.organicconsumers.org/articles/article_4549.cfm

There are lots of reasons to purchase organic produce including the preservation of the planet and
working conditions for farm workers, that are larger than personal health concerns. The study below
however points to which vegetables and fruits are the most lethal when not purchased from our organic
producers.
Free Guide Ranks Pesticide Contamination of Fruits and Vegetables
Environmental Working Group

WASHINGTON — If you're concerned about food safety, you probably already look
for organic produce. But if you can't always buy organic, you can still dramatically
lower your family's exposure to chemical pesticides by choosing the least pesticidecontaminated fruits and vegetables with the Shopper's Guide to Pesticides in Produce.
The Shopper's Guide is a handy, wallet-size card that lists the "Dirty Dozen" most
contaminated fruits and vegetables, as well as the 12 most "Consistently Clean" items.
It's available for free download at www.foodnews.org. The newest edition of the
Guide comes in both English and Spanish versions for the first time.
The Shopper's Guide was developed by Environmental Working Group (EWG), based
on the results of nearly 43,000 tests for pesticides on produce by the Department of
Agriculture and the Food and Drug Administration between 2000 and 2004. EWG's
computer analysis found that consumers could cut their pesticide exposure by almost
90 percent by avoiding the most contaminated fruits and vegetables and eating the
least contaminated instead.
Eating the 12 most contaminated fruits and vegetables will expose a person to about
15 pesticides a day, on average. Eating the 12 least contaminated will expose a person
to fewer than two pesticides a day.
"Federal produce tests tell us that some fruits and vegetables are so likely to be
contaminated with pesticides that you should always buy them organic," said Richard
Wiles, EWG's senior vice president. "Others are so consistently clean that you can eat
them with less concern. With the Shopper's Guide in your pocket, it's easy to tell
EWG's analysis of federal testing data found:
•
Peaches and apples topped the Dirty Dozen list. Almost 97 percent of peaches tested
positive for pesticides, and almost 87 percent had two or more pesticide residues. About 92
percent of apples tested positive, and 79 percent had two or more pesticides. The rest of the
Dirty Dozen include sweet bell peppers, celery, nectarines, strawberries, cherries, pears,
imported grapes, spinach, lettuce, and potatoes.
•
Onions, avocados, and sweet corn headed the Consistently Clean list. For all three
foods, more than 90 percent of the samples tested had no detectable pesticide residues.
Others on the Consistently Clean list include pineapples, mango, asparagus, sweet peas,
kiwi, bananas, cabbage, broccoli, and papaya.

There is growing scientific consensus that small doses of pesticides can adversely
affect people, especially during vulnerable periods of fetal development and childhood
when exposures can have long lasting effects. Because the toxic effects of pesticides
are worrisome, not well understood, or in some cases completely unstudied, shoppers
are wise to minimize exposure to pesticides whenever possible.
While washing and rinsing fresh produce can reduce levels of some pesticides, it does
not eliminate them. Peeling also reduces exposures, but valuable nutrients often go
down the drain with the peel. The best option is to eat a varied diet, wash all produce,
and choose organic when possible to reduce exposure to potentially harmful
chemicals.
Although the Shopper's Guide only measures pesticide residues on produce, buying
organic also makes sense if you're concerned about bacterial contamination. Organic
farmers meet all the sanitation standards required of conventional growers and, on, top
of that, meet tight restrictions on the use of compost and other organic material that do
not apply to conventional fruit and vegetable growers.

Sorting Coins - Melanie Viets
A Quarter A Day To Keep The Contras Away. The coin collection cup with
this phrase printed on top used to sit on a butcher block counter by the pencil sharpener in my
childhood home. The cup was bright red with a yellow rimmed top; somber black text on the
top and bottom mixed effects with the flash of urgent, determined script around its middle.
One side read in thick brush strokes, "No Pasaran," -keep spinning to read, "They Shall Not
Pass." The bottom of the cup instructed to bring the collection to Montpelier on November 23,
when all proceeds would be sent immediately to humanitarian groups working in Nicaragua.
"No Pasaran," the small type explained, was "a popular slogan in Nicaragua expressing
opposition to the US-backed Contras." This particular cup was emptied more than once for
the Vermont Central American Non-Intervention Network, as it collected quarters and not
pencil shavings or dust.
When I reached for the telephone as a teenager, I would see the cup.
When I sharpened a pencil, put the mail down, searched for my half-completed homework,
this is the counter I looked at, and there was the cup, filling and emptying at these collections
in the mid 1980's.
No Pasaran. This message of political urgency played out often in our
house. From the early Bread and Puppet Circus posters tacked to the smooth wallpaper (one
poster bore my first successful cursive signatures, in thick blue colored pencil), to the
bookcases full of revolutionary ideas or common sense challenges, the endless dinner table
discussion and newspaper clippings stuck to the fridge all served to instruct, shock or inspire.
While school days were defined by conservative small town ideas, home life countered with
the expansive and often overwhelming world view of my mother and her political activities and
activism. She is the one who placed the cup in the hub of the kitchen. My mother brought
books home in the early 70's with titles like, "Girls Can Do Anything," and surely inspired one
of my sisters to declare years later in a burst of passion over her new found political efficacy,
"Hey, I'm telling the story. It's not YOUR movement!"

They Shall Not Pass. At age 6, I saw the black and white image of the
mushroom cloud, and couldn't free myself of its grip. I understood that one decision could
lead to millions of deaths, even the destruction of life as we knew it on Earth. I asked
someone in the house how we could be sure a nuclear bomb would not be used again, and
she told me we couldn't be sure. When I began to hear of the Cold War, I was sure this is
what it really meant- the thought of nuclear war could turn my young blood to ice.
At 10, my sister and I shuffled along with a thick pack of demonstrators
down some busy street in Burlington. I hid myself under a Red Sox cap, only peeking out at
my sister as the early Reagan-era chanting began. "What do we want?" one woman
hollered. "A fair budget," my sister and I whispered. Of course all we really wanted was to
go home.
In my first semester of college a friend down the hall subscribed to the
New York Times in order to study for the current events section of our political science class.
I gave up reading the newspaper for the first time since age 4. We looked at each other in
disbelief when we received the same grade. "But you didn't even study," she protested.
"How can you not know who Nelson Mandela is?" I cried.
A Quarter A Day. Around 10th grade I used to open the top of the collection cup
every once in a while to fish out three quarters. 75 cents. The better part of an American
dollar. Not to buy 3 days of resistance, or justice, or democracy, or freedom, but high school
hot lunch. I may have surprised my friends with term papers that challenged the sanity of
nominating Robert Bork to the Supreme Court, or of storing nuclear waste in Vermont, but I
still wanted to eat lunch with them.
To Keep the Contras Away. The coins in the cup are no longer collected
to keep those Contras at bay. The bright red wrapper with yellow trim has faded to a soft
reminder of its former strength. Now the cup sits in a cabinet above our washing machine,
between the laundry soap and the band-aids. When coins jingle to the floor from our
pockets I scoop them off the hard tiles and drop them into the hole on top. The jar always
remains about half full now, as I still pluck quarters from it- without the guilt of undermining
resistance somewhere. My kids are playing with the cup as I scribble this down, seeing it for
the first time, dumping the coins on the rug and asking, "What's this, Mama? What's the cup
for? It must be to store money in. Maybe someone had it before us," they figure together.
"Yes," I answer, "It was my Mom's. We had it when I was a teenager.
She collected money in it to help people have what they needed."
Along with her eggbeater and measuring spoons I chose to move this
red paper cup from my mother's kitchen to mine after her death. It helps to sort out both the
gifts and challenges left to my sisters and I as we raise our own young children. My kids
hold up a Sacagawea dollar and Canadian loonies, and we talk once again about the vast
world outside our snowy windows. These kids won't march in protest unless they are moved
to on their own, and they don't know the power of guns beyond the death of hunt or
slaughter for meat. They do have a growing, gentle awareness that not everyone has safety
or enough food, and that the world needs care. The kids tuck under their gifted quilts at night
beneath beautiful cloth banners shared with us by Elka at my mother's memorial service,
when my hands reached past rounded belly to accept them. Washer women and Earthtoting elephants shine security on them while they sleep, as well as gratitude for all we
enjoy- even though others may not. Our world is small now. My daughter and son did not
get to meet my mother, but they are warmed through the seasons by the woolens she knit,
and they shake the coins in her faded red cup with open hearts.

More Reasons to Throw Away Your TV - Steven Gorelick
Earlier this year I had the opportunity to interview Juliet Schor, the Boston College economist
whose book Born to Buy -- about the targeting of young children by corporate marketers -- is a
must-read for anyone with kids. In fact, I highly recommend it for anyone who cares the future of
the planet. Here is some of what she had to say:
...Increasingly it’s corporations who are raising our children. Yes, parents are still there but if
you look at who spends time with children, who’s driving the food choices of children, who’s
driving the entertainment choices of children, who’s driving what they want to buy and what they
care about, more and more it’s a set of corporations that sell to kids. It’s McDonald’s and Disney
and Viacom and Nike. … Who are the storytellers? Who passes on stories from one generation to
another? It used to be grandparents who would pass them on and now it’s Disney. Those are the
dominant stories that kids learn about. …
By 18 months kids are identifying certain kinds of corporate logos. Two years old, they’re asking
for products by brand name. Three years old they are identifying brands and connecting them to
their own basic personalities. They are seeing themselves as, “I’m this kind of a kid, that’s my
brand”. So it’s a deep psychological connection that’s being made at a very young age…
One of the big strategic directions of marketers in the last 15 years has been what I call antiadultism. It’s basically a message to the kids that says, “parents are your enemy, we’re your
friend. The marketer is your friend.” … They are driving a wedge between parents and kids and
part of it has to do with the fact that kids are very stressed out today from many different sources:
pressure to achieve, a lot of families where deprivation is widespread, they don’t have enough
money, they don’t have enough parental time, there aren’t communities there to really care for
them, they’re in a lot of self care. So who steps in and says we’re going to take care of you?
Nickelodeon. Nickelodeon says “come with us into this magic utopian world. Come with us into
this wonderful space. You’re not going to be stressed out here. There’s no homework, there are
no adults pressuring you to do x, y, and z. It’s just fun. And look, these are all the products that
go with it.” … And adults are positioned as the people who are threatening kids’ ability to be in
that space. They’re going to turn off the TV. They’re going to take away the junk food. … It’s
very brilliant, and it’s very deep…
Marketers are going into children’s homes, they’re going into schools, into community centers.
They’re going into every place where kids are and studying them intensively. They’re
videotaping them. They’re writing down everything they say. They’re shadowing them in order
to figure out better how to captivate them. They’re also using high-tech methods for doing this.
For example, one of the people I interviewed has developed a technology that allows companies
to figure out how much attention kids are paying to their commercials, so they can get rid of any
commercials which don’t absolutely mesmerize children. You can also see this in Nickelodeon,
which has just been brilliant in many ways, becoming the number one kid brand out there today.
They have developed characters, cartoon characters that kids cannot take their eyes off. And they
use psychologists to do this. And they test, and they retest and retest and retest. I mean there is no
part of this process that is left to chance…

What is the effect of all this on children? I did a study of kids, ages 10 through 13 -- it’s an age
where they’re getting a tremendous amount of marketing. And the study asked the question
“How does children’s increased involvement in the consumer culture affect their well being”.
What I found was, the more involved kids get in consumer culture the more likely they are to
become anxious, the more likely they are to become depressed. The lower their self esteem, the
more likely they are to become bored, to develop psychosomatic symptoms such as
stomachaches and headaches. The more involved in consumer culture the worse their relation
with their primary parent, the more likely they are to fight with their parent, to feel their parent
doesn’t understand them, to feel alienated…
If we think about solutions to the problems we’ve talked about, they come in two forms. On the
one hand you have the things that individuals can do. The choices they can make about the way
they live their lives. Some people have more choice than others about that, but you can turn off
the television in your house, you can say no to McDonald’s and Nike. … But there’s a limit with
how far we can go with those solutions as a society, and in the end they can only take us so far.
And the question is then, what do we really need to do on a social level to solve the problems?
… And to get there we have to do something about the institutions that are at the root of the
problem. And those are primarily the large corporations which drive our system. These are giant
global entities which are reshaping the world in very sinister and problematic ways. They have
enormous political power, they have captured our government for example … The combination
of the extreme concentrations of wealth that are represented by these corporations and the
enormous economic and political resources that they have -- it’s a system run amok.

Co-op Staff Responsibilities
Kate Arnold – Café Coordinator
Barry Baldwin – Office Guy, Board Liaison, Building Maintenance
Robin Cappuccino – Working Member and Community Outreach Coordinator
Kathy Castellano – Health and Beauty Aids, Bulk Spice and Tea, Vitamin Buyer
Beth Cate – Meat Dept Coordinator, Assist with Grocery
Barbara Conn – Produce Coordinator
Alicia Feltus – Café Coordinator
Annie Gaillard – Grocery, Dairy and Freezer Coordinator
Deborah Hartt – Pet Food, Cards, Candles, Gift Items Buyer
Lori Leff – Assist with Grocery, Bread, Eggs, Books, Music, Café Art Coordinator
Angus Munro – Bulk Products in Bins, Coffee and Computer Maintenance
Caitlin Strong – Cheese and Olive Specialist, Bulk Goods
Regina Troiano – Bookkeeper

BUFFALO MOUNTAIN FOOD COOPERATIVE MISSION STATEMENT
The mission of the Buffalo Mountain Co-op, Inc. is:
To develop within its area of influence a community-owned and operated, health-oriented,
thriving enterprise;
To continually educate the community as a whole in regard to food politics, health issues,
and our social-cultural activities;
To demonstrate alternative approaches to structuring our work environment so that it is
more decent and compassionate;
To offer healthy, pro-active choices, and
To open our doors to, and develop all aspects of our community.
We provide food for all people, not for profit.

