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It’s a fact: “Peel Back the
Label” is bound to fail
About 10 years ago, there was growing
consumer opposition to Monsanto’s geneti-
cally engineered bovine growth hormone,
rBST or rBGH. Leading dairy processors
and major supermarket chains were ban-
ning the use of rBST. Dairy products
labeled “rBST-free” became common.

To counter the opposition, a Monsanto PR firm launched a
“grassroots advocacy group” with a slick website called “American
Farmers for the Advancement and Conservation of Technology
(AFACT).” The aim was to defend farmers’ use of rBST and “edu-
cate” the public about it. 
AFACT failed miserably—that’s a fact. It’s long gone along with

its website, as if it never existed. Monsanto ended up selling rBST
to Elanco, which in turn recently sold it, and today, “rBST-free” is
a dairy industry standard. 
AFACT’s failure reminds me of a new campaign called “Peel

Back the Label,” which claims to be a campaign of “America’s dairy
farmers”—or maybe it’s the creation of another PR firm. 
PBTL, which isn’t nearly as catchy an acronym as AFACT, aims

to rally consumers to fight “deceptive food labeling,” particularly
non-GMO claims. One of PBTL’s targets is Dannon and their
Non-GMO Project Verified yogurts. PBTL says Dannon’s deci-
sion to go non-GMO is “deceptive, fear-based marketing that is
confusing to consumers and damaging to the environment.”
The reality is that Dannon and other companies are selling non-

GMO products because people want them. According to the Hart-
man Group’s 2017 Health & Wellness Study, more than half of
Americans are looking for non-GMO food and beverages. Accord-
ing to a 2017 survey by the food industry-supported International
Food Information Council, more than a quarter of consumers are
choosing foods because they have non-GMO labels.
Looking at the big picture, more and more people want “clean”

labeled foods with simpler and fewer ingredients and non-GMO is
part of that trend.
Peel Back the Label is fighting that trend and wants to continue

keeping consumers in the dark. They are losing and they know it,
which is why PBTL was launched. It is bound to fail as AFACT did
10 years ago.

Table of Contents
Regenerative Agriculture  . . . . . . . . . . . .4
New certification aims to make organic regenerative
Soil holds potential to slow global warming, Stanford researchers find
Regenerative Earth Summit set for November 6-7

Organic News . . . . . . . . . . . . . . . . . . . . . . . . .8
Number of U.S. certified organic farms increased 13 percent 
2016 sales of U.S. certified organic agricultural production up 23 percent 
from previous year
Organic Trade Association helps advance legislation to boost global 
organic trade oversight
Wegmans’ organic growing strategies attract farmer partners
Costco Sponsoring “Meet the Farmer” at Organic Grower Summit 
Today’s millennial: tomorrow’s organic parent
Pipeline Foods invests in organic grain elevators in Canada, North Dakota 

Sustainability News  . . . . . . . . . . . . . . . . .14
Study finds prairie strips yield big environmental benefits on Midwest farms
Sustainable Foods Summit

Non-GMO News  . . . . . . . . . . . . . . . . . . . . .16
Applegate Farms on target to remove all GMOs from supply chain by 2020 
Redwood Group acquires Lathrop Feed & Grain’s non-GMO facilities
ADM invests in production of non-GMO high-protein soybean meal
Argentina supplying non-GMO soy to European markets
New non-GMO certification program launched in Australia
Chipotle wins appeal in lawsuit over non-GMO claims

Non-GMO Ingredients . . . . . . . . . . . . . . .19
Tate & Lyle announces major expansion of non-GMO maltodextrin 
capacity at its Slovakia facility
Cargill’s non-GMO canola lecithin granted GRAS “letter of no objection” 
by U.S. FDA

Company Profile  . . . . . . . . . . . . . . . . . . . .20
A full belly nourishes a full soul

Expert Perspective  . . . . . . . . . . . . . . . . . .22
Whitewash book reveals “strategic deception” about safety of Roundup 
weed-killer

Negative GMO Impacts  . . . . . . . . . . . . .25
GM corn found in over 90 percent of tortillas in Mexico
Are GMO pesticides supertoxins? New analysis raises questions of food 
and environmental safety 
New report details the rise and fall of GM cotton in India
Pesticides used with GMO cotton killing Indian farmers
GM soybean oil linked to liver damage

Pesticide Hazards  . . . . . . . . . . . . . . . . . . .28
Critics say new EPA restrictions on dicamba fail to protect farmers from drift
Ben & Jerry’s commits to removing glyphosate traces from products, 
launching organic ice cream
Glyphosate weedkiller found in five popular orange juice brands

Film Review  . . . . . . . . . . . . . . . . . . . . . . . . .30
Modified: A journey into the heart of food

Editor’s Note

          Printed on recycled paper

THE ORGANIC & NON-GMO REPORT
published 10 times per year
by Evergreen Publishing, Inc.
ISSN: 1940-1094

©  2017 Evergreen Publishing, Inc.

Staff
EDITOR/PUBLISHER: Ken Roseboro
ASSOCIATE EDITOR: Arianne Pfoutz
SALES ANDMARKETING:
Carol Weisswasser

GRAPHIC DESIGN: Carolyn Boyce
OFFICE MANAGER: Lori Larson
PRINTING: J&A Printing

Subscription Information
$120/year—businesses
$65/year—individuals, non-profits
$45/year—electronic version only

Advertising Information

Call 1-800-854-0586 or 1-641-209-3426
Email: carol@non-gmoreport.com

The Organic & Non-GMO Report

PO Box 436, Fairfield, IA 52556 USA
1-800-854-0586 • 1-641-209-3426
Fax: 1-641-209-3428
Email: ken@non-gmoreport.com
Internet: www.non-gmoreport.com
Follow us on

T H E  O R G A N I C  &  N O N - G M O  R E P O R T •  3

Ken Roseboro
Editor



New certification aims to make
organic regenerative 
Regenerative Organic Certification fills gaps in
organic rules around soil health, worker fairness,
and animal welfare.

B Y  K EN  RO S E BORO

A
new Regenerative Organic Certification
program is being developed that aims to
build on existing organic rules and set a

“high bar” standard for agricultural practices
that regenerate the soil and sequester climate-
changing carbon, provide economic fairness to
farm workers, and improve animal welfare. 
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of what Rodale has been about for
about for a very long time.”
Regenerative agriculture is a

concept that has gained more
prominence in the last couple
of years, particularly with the
pressing challenges of climate
change and the need to
sequester carbon in the soil. 
In 2016, Moyer began hav-

ing discussions with David
Bronner, president of Dr. Bron-
ner’s Magic Soaps, and Rose
Marcario, CEO of outdoor
apparel manufacturer Patago-
nia, about the idea of a regener-
ative organic certification. 
Marcario says Patagonia

became involved because of the
company’s mission of “wanting
to do what’s best for the planet”
and because of their experience
in developing certification pro-
grams. Patagonia was also the
first apparel company to switch
to 100 percent organic cotton
in its clothing,
“Over the years, we’ve devel-

oped a lot of standards,” says
Marcario. “We are used to this
relationship with certification and
non-governmental organizations
and the process itself.”
Other leaders in the organic

farming movement joined the
discussion including David Vet-
ter, CEO and farmer of Grain
Place Foods, Tim Joseph,
founder of Maple Hill Cream-
ery, Will Harris, owner of
White Oak Farms. NSF, which
has extensive experience in cer-
tification standards, joined the
effort to create the standard. 
“NSF has the capacity to take

novel standards and put them into
practice,” Moyer says. 
The group worked for nine

months to develop the certifi-
cation. 
“I think we have a nice con-

stituency with brands and suppli-
ers who are willing to go on the
journey with us,”Marcario says.
“I’m hoping this influences the
industry in a positive way.”
Moyer emphasizes the new

regenerative standard is based
on the existing organic standard
administered by the USDA’s
National Organic Program. 
“We’re saying that in order to

be regenerative you have to at least
start with organic and then move
to the next level,” he says.
“Organic is a fine standard, but it
is a first step.”

The regenerative standard
goes beyond organic, particu-
larly with its emphasis on
improving soil health.
“We pay lip service (to soil

health) in the organic standard
but the truth is that you can farm
organically—meet the letter of the
law—and still not improve the
health of the soil you are farm-
ing,” Moyer says. 
As a result, soil health is one

REGENERATIVE AGRICULTURE

“We’re saying that once

you introduce agricultural

chemicals into the system,

it cannot possibly be

regenerative, because you

have already literally poi-

soned the well. We’re say-

ing that in order to be

regenerative you have to

at least start with organic.”

A coalition of farmers,
ranchers, nonprofits, scientists,
and brands led by organic
research pioneer Rodale Insti-
tute worked together to devel-
op the program, which will be
administered by international
certification specialist NSF
International.

According to Jeff Moyer,
executive director at the Rodale
Institute, the term “regenera-
tive agriculture” has its roots at
Rodale. 
“Bob Rodale started thinking

about ‘regenerative agriculture’
back in the mid-1980s,” he says.
“These words are the cornerstone
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of the three “pillars” of Regener-
ative Organic Certification with
the goal to increase soil organic
matter over time and sequester
carbon in the soil. Recommend-
ed practices to accomplish this
include the use of cover crops,
diversified crop rotations, rota-
tional grazing, and no synthetic
inputs or GMOs. 
Other pillars of the Regener-

ative Organic Certification pro-
gram aim to address other gaps
in organic certification includ-
ing farmer and farm worker
fairness and animal welfare.
“There are a few words in there

(organic certification) about animal
welfare but there are no teeth to it,”
Moyer says. “The organic stan-
dard is also mute on worker fair-
ness. You can buy a $400 coat made
with organic cotton, and that cotton
could have been harvested by 10-
year-old girls.” 
Another important aspect to

the regenerative standard is

that it provides a path to con-
tinuous improvement that
organic currently lacks.
“In organic some have said

there is no need or room for
improvement, and many of us dis-
agree and say there is room for
improvement,” Moyer says.
“Nobody at the Ford Motor Com-
pany said we really peaked with
the Model T car. Ford is always
trying to continuously improve
their products. We wanted to cre-
ate a high bar. Regenerative
Organic gives farmers something
new to strive for so they can have
continuous improvement in their
operations.”
Regenerative Organic Certi-

fication differs from a regenera-
tive agriculture definition intro-
duced earlier in the year, which
is not restricted to organic prac-
tices, thus allowing conventional
farmers to participate. Develop-
ers of that definition say that all
of agriculture needs to be
included to regenerate the soil
and sequester carbon. 
Moyer disagrees. “We’re say-

ing that once you introduce agricul-
tural chemicals into the system, it
cannot possibly be regenerative,
because you have already literally
poisoned the well. We’re saying that
in order to be regenerative you have
to at least start with organic.”
Products that are certified

will be able to display a Regen-
erative Organic logo. 

“The goal is to have every-
thing in one place that people can
count on as a meaningful certifica-
tion,” Marcario says. 
The time is now for Regen-

erative Organic Certification,
Marcario says. 
“Regenerative Organic Certi-

fication represents an important
moment. If we don’t act now, and
start changing what we are doing,
we’re not going to have the planet
we are living on in 50 years. I
hope more companies will join us
on this journey around Regenera-
tive Organic Certification and
focus on making big changes in
supply chains.”
The standard is now open to

a public comment period at
NSF’s website. To submit
comments, visit http://stan-
dards.nsf.org/apps/group_
public/document.php?doc-
ument_id=39305.n
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Soil holds
potential to
slow global
warming,
Stanford
researchers
find

I
f you want to do something
about global warming, look
under your feet. Managed
well, soil’s ability to trap car-

bon dioxide is potentially much
greater than previously estimat-
ed, according to Stanford
researchers who claim the
resource could “significantly”
offset increasing global emis-
sions. They call for a reversal of
federal cutbacks to related
research programs to learn more
about this valuable resource.
Stanford-led research finds

that reduced tillage and other
land management practices
could increase soil’s carbon
storage enough to offset future
carbon emissions.
The work, published in two

overlapping papers Oct. 5 in
Annual Review of Ecology, Evolu-
tion and Systematics and Global
Change Biology, emphasizes the
need for more research into
how soil—if managed well—
could mitigate a rapidly chang-
ing climate.
“Dirt is not exciting to most

people,” said Earth system sci-
ence professor Rob Jackson,
lead author of the Annual
Review of Ecology, Evolution and
Systematics article and co-
author of the Global Change
Biology paper. “But it is a no-
risk climate solution with big
co-benefits. Fostering soil
health protects food security
and builds resilience to
droughts, floods and urbaniza-
tion.”
Among the possible

approaches to increase soil’s
carbon storage: reduced tillage,
year-round livestock forage and
compost application. Planting
more perennial crops, instead

of annuals, could store more
carbon and reduce erosion by
allowing roots to reach deeper
into the ground. n

Regenerative
Earth Summit
set for Novem-
ber 6-7

T
he Regenerative Earth
Summit, taking place
November 6-7, 2017 at the
University of Colorado in

Boulder, seeks to integrate sci-
entific and academic research,
community and policy advoca-
cy, green business practices,
and regenerative food and agri-
culture production—all critical
elements needed not just to
sustain the environment, but to
repair and regenerate it.
Joining speakers including

futurist and author Hazel Hen-
derson, organic and plant-
based food advocate Elizabeth
Kucinich, regenerative agricul-
ture researcher Timothy
LaSalle, Ph.D., Carbon Under-
ground co-founder and Green-
peace Fund Board Chair Tom
Newmark, former Annie’s Inc.
CEO John Foraker, Kiss the
Ground co-founder Finian
Makepeace, and others are a
number of visionary businesses
and brands in support of the
summit that view regeneration
as the next step in sustainable
and organic food production,
and in mitigating climate
change and promoting a green,
renewable economy.
For more information visit

www.regenerativeearthsum-
mit.com. n
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ORGANIC NEWS

Number of U.S. certified organic farms increased 13 percent 
Domestic production of organic corn and soybeans increasing to help reduce dependence on imports

B Y  R Y AN  KOORY  AND  R ACHEL  S TORE Y ,  M E RCAR I S

I
n 2016, data from Mercaris showed the U.S. had nearly 15,000 certified organic farms. While
impressive, this year’s research suggests something even better: more than 17,000 farms across
the U.S. are now certified organic, a 13 percent increase over just twelve months. Presumably
due to the booming demand for organic meat and eggs, certified organic corn and soybean oper-
ations, specifically, comprise a large portion of this growth. Mercaris estimates that nearly 5,600
corn-growing operations are certified organic, up 17 percent from 2016. The growth in the
number of certified organic soybean farms has been even more robust, demonstrating a 26 per-
cent increase over 2016 figures. The map above shows the 2017 distribution of certified organic
soybean farms across the U.S. Missouri alone added 80 certified organic soybean farms (a 71 per-
cent increase), while 10 other states saw growth that surpassed 30 percent (or notably, in the case
of Kentucky, 200 percent growth).

This data gives us an indica-
tion that U.S. farming opera-
tions are at least trying to keep
up with the continually grow-
ing demand for organic foods
(and therefore feedstuffs).
While we will continue to
largely depend on imports in

the coming years, the U.S.’s
growing ability to meet domes-
tic demand is an important step
forward for both industry and
consumers. Mercaris data indi-
cates that in the 2016/2017
marketing year, nearly 75 per-
cent of organic soybeans were

imported; however, as U.S.
capacity to manage and process
organic commodities is
strengthened, we look forward
to seeing imports edge down-
wards over the coming years. 
We are excited by our pre-

liminary 2017 Acreage Report

findings, but stay tuned as we
firm up our data and publish
deeper dives into what the
numbers mean. Any specific
data you’d like to see? Let us
know! Email us at
mercaris@mercaris.com or
tweet us @mercaris. n
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2016 sales of
U.S. certified
organic agri-
cultural pro-
duction up 23
percent from
previous year
California continues to
lead in certified farms,
acres, sales

S
ales of organic agricultur-
al production continued
to increase in 2016, when
U.S. farms produced and

sold $7.6 billion in certified
organic commodities, accord-
ing to data recently released
by the U.S. Department of
Agriculture’s National Agri-
cultural Statistics Service
(NASS). Results of the 2016
Certified Organic Survey
show that 2016 sales were up

23 percent from $6.2 billion
in 2015. During the same
year, the number of certified
organic farms in the country
increased 11 percent to
14,217, and the number of
certified acres increased 15
percent to 5.0 million.
California, with $2.9 bil-

lion in certified organic sales,
continued to lead the nation
in certified sales, accounting
for 38 percent of the U.S.
total. It also had the largest
share of certified organic
acres and farms. Three states
had more than 1,000 certified
farms: California (2,713),
Wisconsin (1,276), and New
York (1,059).
Ten states accounted for 77

percent of U.S. certified
organic sales, virtually the
same share as in 2015 and
2014.

Crops accounted for 56
percent of the sale of certified
organic production; livestock,
poultry, and their products
accounted for 44 percent.
Organic production encom-
passes a wide range of com-
modities, including livestock
and poultry products (primari-
ly milk and eggs), with 2016

sales of $2.2 billion; vegeta-
bles, $1.6 billion; fruits, tree
nuts, and berries, $1.4 billion;
livestock and poultry, $1.2 bil-
lion; and field crops, $763 mil-
lion.
Other top organic crops

were strawberries, grapes,
tomatoes, corn, potatoes, hay,
spinach, and mushrooms. n
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Organic Trade 
Association helps
advance legislation to
boost global organic
trade oversight

T
he Organic Trade Association recently applauded Representa-
tive John Faso (R-NY) for introducing the Organic Farmer
and Consumer Protection Act, which would make significant
strides to improve the oversight of global organic trade, create

a level playing field for American organic farmers, and establish a
better system to ensure the integrity of organic. 
The Organic Farmer and Consumer Protection Act provides

support and necessary funding for the U.S. Department of Agri-
culture’s National Organic Program (NOP) to keep pace with
industry growth and to carry out compliance and enforcement
actions in the U.S. and abroad. 
Specifically, the legislation does the following to modernize

the global oversight system: 

• Authorizes funding for the National Organic Program
to keep pace with organic industry growth;

• Provides one-time funding for technology systems to
modernize and improve international trade tracking
systems and data collection; 

• Improves effective oversight, robust investigations,
and enforcement across the entire supply chain;

• Directs coordination and provides access to available
cross-border documentation systems administered
across other federal agencies and departments;

• Requires USDA to close regulatory loopholes by man-
dating that uncertified entities, such as ports, brokers,
importers and online auctions, become certified;

• Requires USDA’s National Organic Program to issue
an annual compliance report to Congress, which
would include domestic and overseas investigations
and actions taken. 
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Wegmans’
organic grow-
ing strategies
attract farmer
partners

R
etail supermarket chain
Wegmans has been oper-
ating organic farms and
orchards for a decade, and

now it’s sharing its innovative
techniques with local farm
partners, inspiring a new gen-
eration of organic growers.
Farm manager Nate August
said, “We’re essentially hand-
ing [our partner farmers] a new
enterprise and saying, ‘This is
something you can do.’ ”
Wegmans operates a 50-acre

organic farm in Canandaigua,
NY, as well as a 168-acre organ-
ic orchard and vineyard. 
Biodynamic farming, crop

rotation, weed control using
apple cider vinegar, and protec-
tive tunnels and nets to guard
against rain and pests are some
of the protocols. 
Douglas Mason, a Williamson,

NY grower whose family farm
has partnered with Wegmans
since 1916, has come full circle
growing organic with the com-
pany. “I was a little skeptical…
but they convinced me to stay
[with organic farming] for a bit
longer, and a few years later it
started to boom,” he said.
(SOURCE: Democrat & Chroni-
cle) n

Costco Spon-
soring “Meet
the Farmer” at
Organic Grow-
er Summit 

T
he largest retailer of organ-
ic food sales in the United
States announced their
commitment to participat-

ing in the inaugural Organic
Grower Summit  December
13-14, in Monterey, CA. Cost-
co, with annual fresh produce
sales of $4 billion, will sponsor
a half-day event providing cer-
tified organic farmers and
growers the opportunity to
meet with Costco buyers.
The “Meet the Organic

Farmer” session provides certi-
fied organic farmers and grower
representatives the opportunity
to meet face to face with Costco
organic produce, dairy, meat and
grain buyers to discuss their
operations and products.
“Our buying team is looking

forward to learning more about
organic production, hearing
about new product innovations
and building new supplier
opportunities to meet the
growing demand for organics
for our shoppers,” said Heather
Shavey, assistant vice president
for Costco. 
For more information about

the Organic Grower Summit,
visit www.organicgrowersum-
mit.com. n
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Today’s mil-
lennial: tomor-
row’s organic
parent

T
he Organic Trade Associa-
tion has cause for celebra-
tion: 25 percent of American
millennials are parents, and

in 10 to 15 years, 80 percent will
have children. Because that
group loves organic foods,
organic food sales will most like-
ly enjoy a boost going forward—
baby food recently surpassed
fruits and vegetables as the num-
ber one organic category. 
Surveys show that organic

consumers are driven by a
strong belief that selecting
organic for their family makes
them a better parent. Concerns
about impacts of pesticides,
hormones and antibiotics on
health….along with a desire to

avoid processed foods and arti-
ficial ingredients…spur organic
purchases.
Furthermore, being raised

on organic foods will affect
children’s future choices. 
“Organic sales reached near-

ly $50 billion last year, driven
in large part by the millennial
consumer,” said Laura Batcha,
executive director of the
Organic Trade Association. n

Pipeline Foods
invests in
organic grain
elevators in
Canada, North
Dakota 

P
ipeline Foods, LLC, a
U.S.-based supply chain
solutions company focused
on non-GMO and organic

food and feed, recently
announced the purchase of
grain elevator facilities in
Saskatchewan and North
Dakota.
Pipeline Foods acquired two

grain elevator facilities in
Wapella and Gull Lake,
Saskatchewan. Wapella, a
3,500 metric ton (MT) facility,
and Gull Lake, a 4,000 MT
facility, will each serve as a pri-
mary collection point for Cana-
dian organic grain origination
in their regions (southeast and
southwest, respectively).
Pipeline Foods will store,
screen and blend grains includ-
ing barley, corn, rye, flax,
lentils, oats, peas, soybeans and
wheat, and then ship via truck
or rail. 
Pipeline also purchased a

grain elevator in Lignite,
North Dakota. The elevator is

a 3,500 metric ton (MT) facili-
ty with dual access to the
Burlington Northern Sante Fe
and Canadian Pacific railways.
Lignite will supplement
Pipeline Foods’ storage and
origination program in
Saskatchewan, which will
increase efficiency and allow
Pipeline Foods to grow its vol-
ume and customer base in the
region. 
“This investment in North

Dakota infrastructure, accom-
panied by our recent grain
elevator acquisitions in
Saskatchewan, will provide
the first primary collection
point for organic grain, and
the capability to connect this
grain supply with food com-
panies and manufacturers
across the U.S,” said Eric
Jackson, CEO of Pipeline
Foods. n
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Study finds prairie strips yield big environmental
benefits on Midwest farms

A
long-term research project at Iowa State University is marking a major
milestone by publishing 10 years of data on the various benefits provid-
ed by planting strips of prairie among corn and soybean fields.

STRIPS, which stands for
Science-based Trials of Row-
crops Integrated with Prairie
Strips, is a group of scientists
researching the benefits that
may be derived from integrat-
ing prairie into crop produc-
tion systems. The team pub-
lished a study in the Proceedings
of the National Academy of Sci-

ences (PNAS), outlining a wide
range of findings, including
how a relatively small amount
of prairie on certain farmland
can deliver major environmen-
tal benefits.
“This study puts everything

we’ve worked on together,”
said Lisa Schulte Moore, a pro-
fessor of natural resource ecol-

ogy and management and lead
author of the paper. “It’s 10
years of data generated by an
interdisciplinary team focused
on one goal. That’s a consider-
able achievement.”
The prairie strips reduce soil

and nutrient loss from steep
ground, provide habitat for
wildlife and improve water

CONTINUED ON  PAGE  1 6  

SUSTAINABILITY NEWS

Photo by Joe Link. 

Lisa Schulte Moore stands in an agricultural field that also features a strip of native prairie. 

infiltration. According to the
study published by PNAS, con-
verting as little as 10 percent of
the cropped area to prairie con-
servation strips reduced soil
loss by 95 percent, phosphorus
loss in surface runoff by 77 per-
cent, nitrate concentrations in
groundwater by 72 percent and
total nitrogen loss in surface
runoff by 70 percent, com-
pared with all-crop watersheds.
Pollinator and bird abundance
more than doubled.
The study found that 40

percent of Iowa land currently
devoted to row crops could
realize significant benefits
from growing prairie on
approximately 10 percent of
the area. Most of the land in
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question features steep inclines
where soil erodes easily.
“We found that a little prairie

yields big benefits,” Schulte
Moore said. “The benefits are
disproportionate to the area
taken out of crop production.”
Project personnel and col-

laborators have helped 47

farmers in Iowa, Illinois, Mis-
souri and Wisconsin install
native prairie on their fields,
and the team is now working to
gather data on a subset of those
sites as well. The STRIPS team
is planning installations at 11
additional farms in the next few
months. n

Sustainable
Foods Summit

T
aking place in San Francis-
co on January 30-31st, the
eighth North American
year of the Sustainable

Foods Summit will showcase
health impacts, sustainable

ingredients, and eco-labels.
For the first time, the execu-
tive summit will discuss the
future of health foods and
eco-labeled products in a
high-level forum.
For more information, visit

http://www.sustainable-
foodssummit.com/lamerica/.n

Applegate Farms on target to
remove all GMOs from supply
chain by 2020 

A
pplegate Farms, a leading producer of natu-
ral and organic meats, recently announced
that it is progressing in its commitment to

remove genetically modified organisms from
its supply chain. 

In June 2015, Applegate
removed GMO ingredients
from all of its products. In
2016, the company promised
to take GMOs out of its entire
supply chain and seek third-
party verification for all of its
products.
As part of that commitment,

Applegate unveiled its first

Non-GMO Project Verified
products: Applegate Organ-
ics® Chicken Nuggets and
Applegate Organics®Gluten-
Free Chicken Nuggets.
Applegate recently

announced that by the end of
this year, the number of Apple-
gate third-party verified Non-
GMO products will reach 30

NON-GMO NEWS

Applegate Farms’ entire product line with be non-
GMO verified by 2020

and the company’s entire
product line (all 140+) will be
verified by 2020.
In a company statement,

Applegate said it is removing

genetically modified ingredi-
ents and feed from its supply
chain to err on the side of cau-
tion with regard to the safety
of GMOs. 

•  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  •  
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“Many scientists say GMOs
are safe, many disagree. But,
almost everyone in the scientif-
ic community believes more
research is needed,” the state-
ment read. 
Applegate acknowledges

that removing GMOs from
their supply chain, particularly
GM feed, has been challenging
but the company said: “We’re
happy to have an end date on
the board, 2020!” n

Redwood
Group
acquires Lath-
rop Feed &
Grain’s non-
GMO facilities

T
he Redwood Group, LLC
recently announced that it
acquired Lathrop Feed &
Grain, Inc.’s facilities in

Lathrop and Pleasant Hill,
Missouri. Operations at the
two sites have begun conduct-
ing business as Lathrop FSG
(Food, Seed, and Grain), LLC
with Redwood as its majority
owner. 
The facilities include over

1,000,000 bushels of grain
space with cleaning, sorting,
and bagging capabilities for
non-GMO and organic grains.
Lathrop FSG is able to load
and ship containers, railcars,
and trucks. 
“This investment allows us

to grow strategically into spe-
cialized grain assets that can
benefit from Redwood’s expe-
rience and customers. The
Lathrop team has built a strong
reputation for quality customer
service and excellent handling
operations, and we will contin-
ue to grow that with invest-
ment in the business for the

long-term future,” said Mike
Kincaid, President of The Red-
wood Group, LLC. 
The Redwood Group, LLC

is an employee-owned com-
modity merchandising and
supply company headquartered
in Mission, Kansas. n

ADM invests
in production
of non-GMO
high-protein
soybean meal
Non-GMO soybean pro-
cessing capabilities
expanded to meet
growing demand across
Europe

A
rcher Daniels Midland
Company will be making
further investments at its
crushing facility in

Straubing, Germany to pro-
duce non-GMO high-protein
soybean meal. The added
capability will allow the site to
serve ADM’s growing portfo-
lio of soybean meal customers
and support local farmers in
increasing the region’s soy-
bean output.
“This investment demon-

strates ADM’s commitment to
meet customer demand for
non-GMO soybean products
in this region,” said Rene van
der Poel, general manager
ADM Straubing. “In addition,
it gives local farmers a further
incentive to grow more non-
GMO soybeans and benefit
from bringing soybeans into
crop rotations.”
The demand for non-

GMO soybean meal from
European soybeans is grow-
ing steadily. With the pro-
duction of non-GMO high-
protein soybean meal, ADM
will be able to better meet the
needs of its poultry feed cus-
tomers, as well as the dairy
and pig feed markets. n
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Kumagro receives the harvest
and pays the premiums. Initial-
ly farmers were reluctant to
grow non-GMO soy, believing
yields are superior with GMO.
But they see a secure, growing
demand and also the benefits
of diversifying. 
One vessel with 26,000 tons

shipped to Europe in 2016, but
this year, two vessels with
40,000 to 45,000 tons are
expected. Projection is to reach
the 1 million tons mark in the
next few years. 
Scandinavia, Germany, the

Baltics, and the Netherlands
are the primary buyers. Their
concern about contamination
issues with South American soy
have kept Kumagro committed
to strict IP protocols, with test-
ing from the farm on down the
line. 
(SOURCE: feednavigator.com) n

New non-GMO
certification
program
launched in
Australia

A
new non-GMO certifica-
tion program, Non GMO
Compliance Australia, was
recently launched in Aus-

tralia to provide the country’s
farmers, food processors,
exporters, retailers and con-
sumers the opportunity to
market and purchase Non-
GMO food from sources
which are compliant with the
program’s standard. 
According the program’s

website, a steering committee
registered “NON GMO Com-
pliance Australia Ltd.” as a not

for profit company, registered
its “platypus” logo with Aus-
tralia’s intellectual property
office, and drafted a compli-
ance standard which will be
recognized nationally and
internationally as a system of
non-GMO compliance for
Australian products. 
Producers and manufac-

turers will be able to apply to
join Non GMO Compliance
Australia as members. Sub-
ject to the “audit process”
and meeting the require-
ments of the Non GMO
Compliance Australia Stan-
dard, members will be able
to use the Non GMO Com-
pliant Australia logo on
packaged products.
For more information, visit

www.nongmocompliance.com.
au. n

Chipotle wins
appeal in law-
suit over non-
GMO claims

A
federal appeals court
recently upheld the dis-
missal of a lawsuit in
Florida accusing Chipotle

Mexican Grill, Inc. of falsely
advertising that it had elimi-
nated genetically modified
organisms (GMOs) from its
menu.
The 11th U.S. Circuit

Court of Appeals in Atlanta
ruled that the Florida customer
who filed the proposed class
action could not establish she
was actually damaged by
Chipotle’s advertising.
In 2015, Chipotle

announced that it had elimi-
nated GM ingredients from
the foods served in its restau-
rants. The lawsuit argued that
Chipotle’s claim was false since
the meats used in the restau-
rants came from animals that
weren’t fed non-GMO feed. 
(SOURCE: Reuters) n

Argentina
supplying
non-GMO soy
to European
markets

O
ver the past three years,
Buenos Aires-based
Kumagro has created a
business developing non-

GMO seed, contracting with
growers, and shipping the
product to mostly northwest-
ern European countries. The
non-GMO soy is certified with
ProTerra, and traceability is a
strong focus.
Argentinian, Brazilian, and

Uruguayan farmers grow the
seeds after paying a license;
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NON-GMO INGREDIENTS

Tate & Lyle announces major
expansion of non-GMO 
maltodextrin capacity at its 
Slovakia facility
Production of infant food grade non-GMO MAL-
TOSWEET®Maltodextrin to be more than doubled
over next two years to meet growing global demand

T
ate & Lyle PLC, a global provider of specialty
food ingredients and solutions, recently
announced plans to more than double capacity

of its non-GMO MALTOSWEET®Maltodex-
trin product line at its facility in Boleraz, Slovakia. 

Tate & Lyle’s non-GMO maltodextrin is used in
dairy desserts

GMO dent and waxy corn
starch. It is available in powder
and granular formats. Mal-
todextrin acts as a binder, vis-
cosity provider, fat replacer
and bulking agent. The ingre-
dient is used in a wide range of
food and beverages such as
infant formula, sports drinks,
dairy desserts and sauces. n

Cargill’s non-
GMO canola
lecithin granted
GRAS “letter of
no objection” by
U.S. FDA

T
he U.S. Food and Drug
Administration (FDA) has
issued a GRAS (Generally
Recognized As Safe) Letter

of No Objection for Cargill’s
non-GMO canola lecithin for
use as a multipurpose ingredi-
ent in a variety of foods.

Canola lecithin is a non-
GMO option, may be used in
organic products and does not
have to be declared as a major
food allergen in the U.S.
“Increasingly, our cus-

tomers wish to formulate their
products with simple ingredi-
ents that consumers know and
trust,” said Cargill Texturizing
Solutions Regional Director
Americas, David Henstrom.
“By adding canola lecithin to
our well-established soy and
sunflower lecithin GMO and
non-GMO portfolio, our cus-
tomers can be assured that
whatever their needs, we have
plant-sourced lecithin options
that will work for them.”
A versatile emulsifier and dis-

persing agent, Cargill’s non-
GMO canola lecithin may be
used in a wide variety of food
applications, including chocolate
and confectionery, beverages,
bakery and convenience foods.  n

MALTOSWEET Mal-
todextrin is a nutritive corn-

based specialty sweetener made
from locally sourced non-
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A full belly nourishes a full soul
Soulfull Project’s nutritious hot cereal a boon to
food banks

B Y  A R I ANNE  P FOUTZ

T
he Soulfull Project was born from a very
personal commitment from four friends, to
put healthy food on the tables of hungry

families—a calling that drives every step the
Camden, NJ-based company takes.

COMPANY PROFILE

The Soulfull Project products are single servings of
hot cereal

For every single serving of
hot cereal—Whole Grain
Stamp approved, Non-GMO
Project Verified concoctions
of steel cut oats, quinoa, bar-
ley, chia seeds, flax, nuts and
dried fruits—the Soulfull
Project donates a single serv-
ing of 4-grain cereal to a
regional food bank. The “You
Buy One, We Give One”
strategy has succeeded mighti-
ly since the company’s launch
in August 2016. That’s due,
said head of business and
operations Megan Shea, to a
need people have to connect
and give back to their commu-
nities in a meaningful way—
made easy in this case through
their routine purchases. 
“We believe everyone should

have the same quality food,” she
said. “It’s not always easy to find
healthy breakfast options, and we

added valuable ingredients to
enhance the nutritional impact.”

Enthusiastic support
from Campbell’s
Campbell Soup Company has
played a pivotal role in the
Soulfull Project’s inauguration
and ongoing success. As
employees of Campbell’s,
Megan and Chip Heim were
canvassing homes to survey
eating habits, when they visited
a home in Texas where a single
mother and her three children
had literally nothing to eat—
not even, yes, a can of soup.
They made a promise to them-
selves to help solve this need;
but a year went by, and when
another single mom with chil-
dren knocked on their office
door in New Jersey, asking for
food, they remembered the
promise. The Soulfull Project

was born that night, and
Campbell employees Maria
Gamble and Lisa Schipsi
signed on, completing the “for-
midable four.”
For ten months, the four

worked on their own time to
develop a business plan. When
they pitched the idea to Camp-
bell’s, it was enthusiastically
embraced, from CEO Denise
Morrison on down. 
“It really fits their purpose,”

Megan said. “They were also
impressed with our passion. None
of us had ever started a business
before, so while challenging and
scary at times, the process has also
been completely exhilarating.” 
The company is a wholly

owned subsidiary of Campbell’s
and a Certified B Corporation,
a for-profit company that has
been verified to meet rigorous
standards of social and environ-
mental performance, accounta-
bility, and transparency.
“We really serve two masters,”

Megan said. “We have to deliver
on our message, while returning
value. We knew from the start we
had to strategically build this into
our business model.”
Campbell’s provides the

office space, does the account-
ing, and offers advice on food
quality and safety. But the
operation runs independently,
and on a different marketing
model.
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The Soulfull Project’s Brown Sugar Pecan hot
cereal

Regional Food Banks:
the perfect giving part-
ner
The products—four hot cereal
cups and two multi-serve bags
(one of the cups and one bag is
gluten-free) are sold at 64
Wegmans stores in the North-
east. Variety pack boxes are a
recent rollout. Expansion plans
are underway involving new
retailers and distribution chan-
nels. The linchpin is penetra-
tion through connections with
regional food banks—the Proj-
ect donated 100,000 servings of
cereal in the first year, to 57
food banks.
“We first presented our idea to

the Food Bank of South Jersey; we
expected a ‘no’, but they loved the
idea,” Megan said. “Food bank
recipients—40 million Ameri-
cans—are mostly employed people
with families. Children and sen-
iors are particularly at risk of food
insecurity. The food banks helped
guide the development of appropri-
ate donations from the Project,
suggesting a non-sugar, multi-use
food since many of its clients suffer
from diabetes. They helped develop
the 4-grain family-sized bag, suit-
able for a hearty breakfast but also
useful in other recipes.” n

Sharing the vision: ful-
filled purchaser, well-
nourished neighbor
The goal is to provide healthy
food. “Obtaining Non-GMO
Project verification was impor-
tant to our target consumers, so
we made it a priority when we
developed the product— in fact,
it was one of the first decisions
we made. The butterfly logo is a
key label they look for.”
Support for the mission

from suppliers has also been
significant. “We have been for-
tunate to find suppliers and
partners providing high quality
ingredients that meet our stan-
dards. One of the biggest chal-
lenges we face, like most start-
ups, is that our initial orders are
very small; our partners are
patient as we begin to scale.”
As they move past their

first year, Soulfull’s team
members will no doubt keep
donning more hats to solve
the challenges of “growing
out.” That’s been another
reward. “We never aspired to be
entrepreneurs,”Megan said.
“We just wanted to personally
make a difference in people’s
lives.” n
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Whitewash book reveals 
“strategic deception” about 
safety of Roundup weed-killer
B Y  K EN  RO S E BORO

G
lyphosate, the main ingredient in Monsan-
to’s Roundup herbicide, is the most widely
used herbicide in the U.S. with more than

300 million pounds sprayed every year, mostly
with Monsanto’s Roundup Ready genetically
modified crops. Despite Monsanto’s claims of
safety, there have been growing concerns about
negative health and environmental impacts of
glyphosate, backed by a mounting body of pub-
lished research.  

With a laser-like focus, veter-
an journalist Carey Gillam has
been chronicling the glyphosate
controversy first as a senior cor-
respondent for Reuters interna-
tional news service for two
decades and now in her land-
mark book,Whitewash: The
Story of a Weed Killer, Cancer,
and the Corruption of Science.
Gillam’s book goes to the

heart of the debate over the use
of toxic chemicals in our foods
and the extent to which large
corporations will push their bil-
lion dollar pesticide agenda at
the expense of public health.  

Gillam is currently
research director for the non-
profit consumer group U.S.
Right to Know, whose mis-
sion is to educate and inform
consumers about the often-
hidden practices and policies
that shape the food system.
I recently interviewed Carey

Gillam about Whitewash. 

What led you to write White-
wash? 
Carey Gillam: I was inspired
by more than 20 years working
at Reuters, writing about food
and agriculture and the agro-

Carey Gillam, author of Whitewash

chemical industry. I also have a
real admiration for farmers,
who are on the front lines, pro-
ducing our food. But they are
dealing with all these chemi-
cals, and they are being misled
about the safety and necessity
of these chemicals. 
To me it’s a compelling

story about how a very pow-
erful corporation has con-
trolled the marketplace and
dominated it to such an
extent that they have pushed
this dangerous chemical,
glyphosate, in many ways and
to such pervasive use that it’s
in our food supply, our water,
and our bodies. It literally

touches every one of us,
almost every time we put
something in our mouth. 
I thought this is an important

example of how out of balance
we have gotten with pesticide
dependence in food production
and how our regulators are not
necessarily putting public inter-
est above corporate interests. I
felt there was a lot there that the
public needed to know. 

You gained access to Monsan-
to’s internal communications
and government agency docu-
ments. What were some things
that you found? 
Gillam: Jaw-dropping is the
best way to describe some of
the documents that I and oth-
ers have uncovered. As a long-
time journalist, I’m a bit of a
hardened cynic. But to see the
level of deceit and intentional
deception that Monsanto has
pursued to me is just jaw-drop-
ping. The documents and
research demonstrate beyond a
shadow of a doubt that this is a
company that worked very
hard to manipulate scientific
studies, to collude with friends
within regulatory agencies, to
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alter or suppress information
that would be harmful to their
interests, and to employ or col-
laborate secretly with academ-
ics around the world—all to
essentially trick the public. 
It has been one deceit after

another, year after year after
year. One example that really
gets to me is Bruce Chassy
(former University of Illinois
professor of food science). He
set up Academics Review, an
online website that purports
to be an independent scientif-
ic review of scientists and
journalists. The documents
discuss how Monsanto didn’t
want anybody to know they
were involved, that they
wanted to be in the back-
ground. But Monsanto funds
money for the site, and they
have a list of people to attack.
It’s just such a blatant, decep-
tive tactic. They set it up and
fund it, and it doesn’t look
like Monsanto is behind it.
Meanwhile they are funneling
all this money to Professor
Chassy through his university
and university foundation.
And the questions I keep

asking are: if glyphosate is truly
so safe, why does Monsanto feel
the need to ghost write research
studies? Why do they pay aca-
demics to put their names on
papers and to draft their pre-
sentations? Why do they get
writers like (pro-GMO colum-
nist) Henry Miller to put arti-
cles in publications like Forbes?
There would be no need for all
this if glyphosate was such a
safe chemical. 
This is strategic deception.

It’s not accidental or ambigu-
ous. It’s intentional, and it’s all
about generating billions of
dollars in revenue for a very
powerful company.  

What was an example of collu-
sion between Monsanto and
government regulators? 
Gillam: A 1983 study looking

at the impact of glyphosate on
mice is one example. The staff
people, toxicologists, and other
scientists at EPA believed that
the study showed carcinogenic-
ity of glyphosate. Monsanto
fought back on that, leveraged
its political arm twisting mus-
cle, and was able to rope in
enough high powered people
to shut down the toxicologists
within the EPA. They were
able to get the interpretation of
that study changed.

I understand there are lawsuits
against Monsanto by people
who say their cancers were
caused by glyphosate. Tell me
about that. 
Gillam: The individual story
that most resonated with me is
that of Teri McCall, whose
husband Jack suffered horribly
before dying of cancer in 2015.
The McCall family lived a sim-
ple life, raising avocadoes and
citrus fruits on their Cambria,
California farm, using no pesti-
cides other than Roundup in
their orchards. Jack’s death
from non-Hodgkin’s lym-
phoma, a type of cancer linked
to glyphosate, devastated Teri
and her children and grand-
children. 
That is how I open White-

wash. The first chapter also
introduces a lot of other people
suffering from non-Hodgkin’s
lymphoma. People who have
lost loved ones or are suffering
from it, and believe it was from
their use of Roundup. There
are about 3000 plaintiffs in the
U.S. suing Monsanto over this,
and the plaintiffs’ attorneys
expect the number will grow to
10,000 plaintiffs. 
The allegations are almost

identical: that Monsanto knew
and covered up that Roundup
causes non-Hodgkin’s lym-
phoma. 
IARC (International Agency

for Research on Cancer) said in
March 2015, when they
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released their report on
glyphosate, that they found what
they call limited evidence linking
it to cancer with the strongest of
that evidence linking it to non-
Hodgkin’s lymphoma. Some
studies show two to three times
the risk for non-Hodgkin’s lym-
phoma if you use glyphosate
multiple times a year.
While IARC found limited

evidence linking glyphosate to
non-Hodgkin’s lymphoma in
humans, they found sufficient
evidence of a link in animals.
There is a much more robust
body of glyphosate/cancer
research on animals; studies
involving mice and rats.  

Is there much published
research showing a link
between negative health
impacts and glyphosate? 
Gillam:There are a lot of pub-

lished studies, and that’s a whole
chapter in my book. There have
been studies done all over the
world that raise questions about
glyphosate safety for genotoxici-
ty issues, genetic mutations with
specific types of cancer, chro-
mosomal damage, and how it
effects other bodily functions
and the DNA.

Monsanto is now introducing
dicamba resistant GM crops
with a dicamba herbicide for-
mula. This year 3.1 million
acres of crops have been dam-
aged by dicamba drift. What
are your thoughts about this? 
Gillam: This goes to the bigger
picture of what I hope to convey
in Whitewash. We have lost any
sense of balance, and we are on
a pesticide treadmill. It is insane
to address an herbicide resistant
weed problem that stems from

overuse of an herbicide, by
pouring on more of that herbi-
cide in combination with anoth-
er, perhaps more dangerous,
herbicide. You are not solving
problems; you are simply push-
ing problems down the road,
and making them bigger. It’s
not smart, and that’s not just me
saying that but also agricultural
experts. But it’s profitable for
some big chemical companies. 

When you were a reporter at
Reuters, there was pressure
from corporate interests to have
you removed from writing
about GMOs and pesticides.
Can you tell me about this? 
Gillam:There was pressure
from day one from Monsanto
and others in the agrochemical
industry, but primarily from
Monsanto. They were con-
stantly on me and or an editor
if they didn’t feel a story was
favorable to them. 
In 2012 or 2013, glyphosate

started to become a big issue. It
was partly because of GMO
labeling initiatives and because
research was raising questions
about the safety of glyphosate
and weeds were becoming
resistant to it. So I was writing
more and more about those
problems. 
There were calls for me to be

removed from my beat (cover-
ing GMOs and pesticides). The
Academics Review website that
was secretly set up by Monsanto
attacked me. They said that I
shouldn’t be reporting both
sides of the issue because the
science was settled and that I
was wrong to quote critics and
shouldn’t raise questions. It
became very difficult to do my
job at Reuters with so much
pressure from the industry and
from an editor who was con-
cerned about the complaints.

What do see as solutions to the
GMO-pesticide treadmill? 
Gillam:There is a whole chap-

ter in the book on seeking
solutions. The book doesn’t
say to buy only organic
though I talk about organic
and its benefits. Organic agri-
culture is a way to reduce the
pesticide load and improve
soil health. Farmers don’t
have go organic necessarily
but they do have to look for
alternatives to pesticides, such
as more cover cropping and
diversity in crop rotations;
just the time-honored tradi-
tional farming methods.
There is a whole lot you can
do with just more diversity in
your fields. 
In a lot of ways the last

chapter is all about getting off
pesticide dependence. For
example, rethinking corn; do
we need this much corn? And
rethinking government poli-
cies; what we are subsidizing
and what we are encouraging. 

What do you hope readers take
away from Whitewash? 
Gillam: I hope readers will
want to be engaged in the larg-
er discussion and debate about
how we build a future that ade-
quately balances the risks and
rewards associated with these
pesticides. As Whitewash
shows, the current system is
designed to pump up corporate
profits much more than it is to
promote long-term environ-
mental and food production
sustainability. There are many
powerful forces at work to keep
the status quo, to continue to
push dangerous pesticides,
almost literally down our
throats. It’s up to the rest of us
to push back.
I guess the message in my

book is let’s all take a deep
breath, realize that we’ve gone
on off the deep end on pesti-
cide use, and reflect on how
that is damaging our health and
our environment, and what
steps we can all take to get back
into balance. n
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GM corn found in over 90 percent
of tortillas in Mexico

A
team of researchers recently discovered
that more than 90 percent of tortillas sold
in Mexico contain traces of genetically

modified corn.

NEGATIVE GMO IMPACTS

Overall, the study by the
National Autonomous Univer-
sity of México found that 82
percent of all corn products,
such as tostadas, flour, cereals
and snacks, contained some
level of genetically modified
sequences.
The researchers also found

the herbicide glyphosate in
approximately 27.7 percent of
the samples that tested positive
for transgenic corn.
In a paper published in

August by the journal Agroecol-
ogy and Sustainable Food Systems,
the researchers said the traces
of genetically modified genes
found in corn products sold in
Mexican stores and markets
have their origin in plants that
have been manipulated mainly

in laboratories located in the
United States.
The UNAM team also test-

ed handmade tortillas made
using more artisanal processes
and homegrown corn varieties.
GM content in those tortillas
had a “significantly lower fre-
quency” when compared to
commercial products.
The head researcher said

the team was surprised to find
genetically modified corn “in
our tortillas and other corn
products.”
Elena Álvarez-Buylla Roces

called the results “striking”
because “cultivation of geneti-
cally modified corn in open
fields is not allowed in Mexico,”
due to long and ongoing legal
action and a temporary ban.
CONTINUED ON  PAGE  2 6  



She did say that Mexico
should recover its food sover-
eignty, and warned that Mexi-
cans have fewer GM-free corn
options.
Mexico imports 10 million

tons of corn from the U.S.
every year. Álvarez-Buylla says
this corn should be used only
for animal feed or as highly
processed ingredients. 
(SOURCE: Mexico News Daily) n

Are GMO pes-
ticides super-
toxins? New
analysis raises
questions of
food and envi-
ronmental
safety 

T
he chief benefit claimed for
genetically modified pestici-
dal Bt crops is that, unlike
conventional pesticides,

their toxicity is limited to a few
insect species. A new peer-
reviewed analysis compares
GMO and ancestral Bt proteins
and shows that many of the ele-
ments contributing to this nar-
row toxicity have been removed
by GMO developers in the
process of inserting Bt toxins
into crops. Thus, developers
have made GMO pesticides
that, in the words of one Mon-
santo patent, are “super toxins.”

The analysis also concludes that
references to any GMO Bt tox-
ins being “natural” are incorrect
and scientifically unsupportable. 
The review describes

numerous differences between
naturally occurring and GM Bt
proteins. Many GMO Bt toxins
are truncated proteins; parts of
natural Bt toxins are often
combined to make hybrid
GMO molecules that don’t
exist in nature; GMO Bt toxins
often have added to them syn-
thetic or unrelated protein
molecules; GMO Bt toxins
may be mutated to replace spe-
cific amino acids. Finally, all
GMO Bt proteins are further
altered inside plant cells. GMO
crop plants themselves and thus
cause changes to the nature of
Bt toxins. 
Surprising as it may seem,

these changes are poorly taken
into account in GMO risk
assessment.
“We are raising important

questions here. This publica-
tion reveals compelling scien-
tific reasons to be concerned
about the toxicological conse-
quences of GM Bt toxins in
food and in the environment,”
says Jonathan Latham, execu-
tive director of The Bioscience
Resource Project. 
The analysis was published

in Biotechnology and Genetic
Engineering Reviews. n
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New report
details the rise
and fall of GM
cotton in India

A
new report by the U.K.-
based Soil Association
reveals how genetically
modified cotton grew to

almost obliterate all other
cotton production in India,
and how the promised GM
success rapidly turned to fail-
ure, with disastrous, even
lethal, results for some of the
world’s poorest farmers.  
The report, “Failed Prom-

ises: The Rise and Fall of GM
cotton in India,” offers a
warning of the perils of rely-
ing on GM technology, but
also provides reasons to be
hopeful as alternative
approaches, including organ-
ic, are creating a better vision
for farming in India and
beyond. 
The report makes clear

that the problems caused by
pests were entirely pre-
dictable. GM cotton is engi-
neered to ward off pests, but
just four years after GM cot-
ton was introduced to India,
the pink bollworm, the pest
the plants were design to
resist, became immune to
GM cotton in Western
India. In many areas, other

pests took advantage of the
disrupted ecological balance
caused by GM cotton, lead-
ing to massive crop losses. In
Punjab in 2015, whitefly
destroyed two-thirds of the
cotton crop, causing an esti-
mated loss of $629 million,
leading to the suicide of 15
farmers.
Peter Melchett, Policy

Director at the Soil Associa-
tion, said: “Many people
assume that GM crops will
work miracles when, more
often, the harsh reality is that
GM creates nightmares.
Thankfully, with Indian gov-
ernment support, non-GM
and organic production is
now in a positive position,
offering lower production
costs and supporting healthi-
er agricultural, environmen-
tal, and social outcomes.” n

Pesticides
used with
GMO cotton
killing Indian
farmers

A
t least 50 farmers in the
Indian state of Maharash-
tra have died since July
from suspected pesticide

poisoning, with 800 more
admitted to the hospital.
Twenty-three-year old

Pravin Soyam became sick and
disoriented, and died two days
after spraying a cocktail of pes-
ticides on his family’s geneti-
cally modified Bt cotton fields.
Soyam’s father said he didn’t
follow safety guidelines for the
product, but had done the same
earlier with no ill effects. 
Nineteen of the deaths

occurred in the major cotton-
growing district, Yavatmal—
also linked to a high number of
farmer suicides. An inquiry into
the poisonings has been
launched.
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The Yavatmal farmers use a
potent mix of liquid and pow-
der pesticides to kill bollworms
attacking the cotton. As boll-
worms have exhibited resist-
ance to GMO cotton, farmers
have increased pesticide
amounts. 
(SOURCE: BBC) n

GM soybean
oil linked to
liver damage

A
lthough genetically modi-
fied soybean oil is healthi-
er than conventional soy
oil in some ways—the lat-

ter causes more obesity and
insulin resistance—it increases
fatty liver syndrome. 
New research from the

University of California,
Riverside analyzed conven-
tional soybean oil versus

Plenish®, a GM version from
DuPont. Soybean oil is the
most widely used cooking oil
in the U.S., growing global-
ly—and it has also been
linked to diabetes and fatty
liver. Plenish and olive oil
both produced very fatty liv-
ers and more obesity than
coconut oil—and all raised
cholesterol levels in liver and
blood. 
While Plenish generates

fewer trans fats than conven-
tional oils, researchers don’t
encourage its use due to the
liver impacts. 
“Of all the oils we have test-

ed thus far, coconut oil pro-
duces the fewest negative meta-
bolic effects, even though it
consists nearly entirely of satu-
rated fats,” said Professor
Frances Sladek, research
leader. n Critics say new EPA restrictions

on dicamba fail to protect 
farmers from drift

T
he U.S. Environmental Protection agency
recently announced new restrictions on the
herbicide dicamba, after reaching an agree-

ment with pesticide manufacturers Monsanto,
BASF, and DuPont. The restricted use desig-
nation means that the label has certain use
requirements and that only applicators with
special training are allowed to apply or super-
vise those applying dicamba.

Grape leaves damaged by dicamba herbicide drift. 

PESTICIDE HAZARDS

The new restrictions don’t
go far enough to prevent con-
tinued crop damage by dicam-
ba, according to Aaron Hager,
a weed scientist and professor
at the University of Illinois.
“Nothing in these new
restrictions addresses volatili-
ty, and that’s still an issue,” he
said. 
Denise O’Brien, a farmer

from Atlantic, Iowa and chair

of the Pesticide Action Net-
work board, said: “These new
restrictions don’t do nearly
enough to address the problem
of dicamba drift damage. Farm-
ers and others will continue to
be hurt by dicamba drift with
these weak rules that give the
false impression that EPA is
doing something to address
dicamba drift. A drift-prone
herbicide like dicamba should

Photo by University of Arkansas Cooperative Extension Service
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never have been let on to the
market in the first place. Mon-
santo and other corporations
have put farmers in this posi-
tion, but so far they have not
been held accountable for the
problems caused by their prod-
ucts.”
An estimated three million

acres of crops, including soy-
beans, fruits, and vegetables
have been damaged by dicamba
this year. In addition, there are
also reports of dicamba damage
to oak trees in Iowa, Illinois,
and Tennessee. n

Ben & Jerry’s
commits to
removing
glyphosate
traces from
products,
launching
organic ice
cream
Ice cream maker says it
will advocate banning
the use of glyphosate
on food crops as a dry-
ing agent prior to har-
vest

I
n response to recent reports
that traces of glyphosate her-
bicide have been found in
several of its ice cream prod-

ucts in the U.S. and EU, Ben &
Jerry’s recently announced that
it would not source ingredients
using glyphosate-dried crops
and that it would launch an
organic ice cream line.
Testing conducted by

Health Research Institute labo-
ratory found trace levels of
glyphosate in 13 out of 14 Ben
& Jerry’s products sampled in
the UK, France, Germany, and
the Netherlands. This followed
testing in the U.S., which also
found trace levels of glyphosate
in 10 of 11 samples.
According to Rob Michalak,

Ben & Jerry’s global director of

social mission, the traces of
glyphosate are likely coming
from inclusions or ingredients
used in the ice cream products.
“Our suspicion is that it

stems from glyphosate being
used on wheat or oats,” he says.
Michalak emphasizes that

the amounts of glyphosate
found in Ben & Jerry’s ice
creams are tiny, and that the
herbicide is pervasive in the
environment and food prod-
ucts.
“Glyphosate is found in

rainwater and has been found
in exponentially higher levels in
organic products, so switching
to organic may not necessarily
solve the problem,” he says.
Ben & Jerry’s Chocolate

Fudge Brownie was found to
contain 1.74 parts per billion
(ppb) of glyphosate. Mean-
while, a 2016 report by Food
Democracy Now found that
Kashi’s Organic Promise cereal
contained 24.9 ppb of
glyphosate and Whole Foods
365 Organic Golden Round
Crackers contained 119.12
ppb.
To address the problem,

Ben & Jerry’s announced that
by no later than 2020, the
company will stop sourcing
ingredients that have been
made with crops, such as
wheat and oats that are chem-
ically dried using glyphosate.
Spraying glyphosate on wheat
and oats to dry them down
just prior to harvest is a wide-
spread, but under-reported
practice (Organic & Non-
GMO Report, March 2016).
Ben & Jerry’s says it will
advocate for policies that
would end that practice.
Ben & Jerry’s will intro-

duce a new product line in
2018 that will source 100 per-
cent organic dairy in the base
mix. The company estimates
the new organic line will rep-
resent six percent of its total
U.S. sales. n



Modified: A journey into the heart
of food
B Y  A R I ANNE  P FOUTZ

F
ilmmaker Aube Giroux began this project
with a question: why are genetically modi-
fied organisms not labeled in Canada or

the U.S., despite being labeled in 64 other
countries? The result is a visually beautiful,
informative foray into the facts about
GMOs, efforts to have them labeled, and
how individuals are protecting the choice—
and quality—of what they eat. But mostly,
this is a paean to food—from seed to plant to
crop, to transforming the harvest into culi-
nary delights, to savoring the delectable cre-
ation. It’s mouth-watering, and rekindles
appreciation of what nourishes our experi-
ence as living beings on a living earth.
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Glyphosate
weedkiller
found in five
popular orange
juice brands

R
ecent tests have found that
five popular orange juice
brands tested positive for
glyphosate, the main ingre-

dient in Roundup herbicide. 
The testing was sponsored

by advocacy group Moms
Across America.
“The discovery of

glyphosate residue in orange
juice is unacceptable, especially
since a branch of the World
Health Organization designat-
ed glyphosate a probable car-
cinogen in 2015,” said Moms
Across America founder Zen

Honeycutt. “As confirmed by
the American Academy of
Pediatrics, our children, who
frequently drink orange juice
for breakfast, are especially vul-
nerable to pesticides and meas-
ures should be taken immedi-
ately to protect them.”
The average person in

America consumes  2.7 gallons
of orange juice each year. 
The brands testing positive

for glyphosate include popular
brands Tropicana and Minute
Maid and retail store brands
Stater Brothers, Signature
Farms (Safeway), and Kirkland
Signature (Costco). 
Moms Across America and

consumers call on Congress to
require the EPA to revoke the
license of glyphosate. n

PESTICIDE HAZARDS • F R O M  P A G E  2 9 FILM REVIEW

This “mother-daughter
investigative journey” high-
lights a shared love of food:
Aube’s mom Jali is an organic
gardener, food activist, and
gourmand. There’s the sense of
food from the start, an explo-
sion of vitality and color from
newly-picked vegetables—as
Jali digs deep into the soil and
pulls out potatoes, she notes
“It’s like giving birth.” The tale
is told gradually, calmly, like

slow food…with cooking and
eating interspersed throughout.
Aube enjoys a homemade fruit
tart while streaming passage of
Vermont’s GM labeling law…
and downs homemade pasta
watching the U.S. Senate’s pas-
sage of the DARK Act. The
effect is giving the viewer time
to digest the story—with its
agricultural, political, and
social implications.
Graphics are used to narrate
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the deceptive actions of Mon-
santo, as significant spokesper-
sons share thoughts on the
GMO issue, including Dr. Jane
Goodall; Andrew Kimbrell
(Center for Food Safety);
Rachel Parent (Kids Right to
Know); Dr. Belinda Martineau,
author of First Fruit (the GM
tomato); and George Naylor,
Iowa corn and soy farmer. The
effect is educational while
avoiding didacticism, including
viewpoints of biotech develop-
ers and supporters, alarmed sci-
entists, and farmers on the
front lines. While the film is
not angry, there’s frustration—
after months of requests,

Health Canada never granted
Aube an interview. Modified is
an organically paced, not-in-
your-face way to learn about
GMOs.
The integrity of the film

lies in its simplicity and unde-
niable truthfulness. It’s ele-
giac—loss is part of life,
woven into its fabric. But
there’s also hope, symbolized
by ownership of seeds: seeds
of food, of health, of democ-
racy, of harmony with the
land. Jali reminds us: every
bite we take is a choice of the
kind of world we want to live
in. Enjoy the abundance in
hand. n
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