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Seventeen years after genetically 
modified food hit the shelves, retailers 
from coast to coast are doing just that, 
joining an unprecedented—and many 
say long overdue—groundswell to slow 
the march of GM crops across America’s 
farmlands and tables. 

Today, GM crops (particularly corn, 
soy, canola and cotton) make up half of 
all land harvested in the United States; 
GMOs are present in roughly 80 per-
cent of processed foods. Just six years 
after the approval of GM sugar beets, 
genetically modified sugar makes up half 
of the nation’s sugar supply, according 
to biotech giant Monsanto. And with the 
pending approval of genetically engi-
neered salmon, meat is poised to be the 
next so-called “Frankenfood.”

This swift proliferation, along 
with recent studies showing harmful 
environmental impacts of GMOs, has 
galvanized purveyors and consumers of 
natural products, spawning everything 
from theatrical protests to sophisticated 
lobbying efforts. Many fear we could 
someday lose our ability to choose 
genetically unadulterated products—if 
we haven’t already.

 “We have failed as an industry to 
build a powerful coalition around this 
issue, and now we are in real jeopardy,” 
says Gary Hirshberg, CEO of Stony� eld 
Farm, an organic dairy product manu-
facturer in Londonderry, N.H. Hirsh-
berg estimates he spends 90 percent of 
his time speaking to stakeholders about 
GMOs. “Now is the time to act,” he says.

But just what that action should 
look like—and the role natural products 
retailers should play—is a matter of 
great, sometimes ferocious, debate.

Consumers want to know 
One of the largest challenges facing the 
anti-GMO movement is that many people 

don’t know what those three letters mean. 
“If you asked the average Ameri-

can, ‘Have you ever eaten a GM food 
in your life?’ he or she would probably 
say no,” says Jeffrey Smith, a long-
time anti-GMO activist. A 2006 survey 
by the Pew Initiative on Food and 
Biotechnology found that just 45 per-
cent of Americans were familiar with 
GMOs, and one-quarter suspected they 
had eaten them. But those numbers 
might look a lot different today.

According to Schaumburg, Ill.-
based market research firm SPINS, sales 
of products verified GM free by the 
independent Non-GMO Project were 

up 10 percent between April 2010 and 
April 2011, and Smith says attendance at 
his lectures has skyrocketed in the past 
year. This, he believes, is “an early indi-
cator of a tipping point.”

“There is more interest and contro-
versy around [GMOs] today than at any 
time since their commercial introduc-
tion,” says Chuck Benbrook, chief scien-
tist for The Organic Center, a Boulder, 
Colo.-based nonprofit dedicated to 
organic farming research and education. 

Why should a frazzled mom mak-
ing her way through the grocery aisles 
care about the genetic makeup of her 
corn puffs or soymilk? For one, GM 
crops are almost sure to have been 
drenched with more herbicides than 
conventional crops.

The most common GM seeds are 
herbicide tolerant, meaning they have 
been spliced with genes intended to 
help them survive weed-killing chemical 
sprays (specifically glyphosate, other-
wise known as Monsanto’s Roundup). Bt 
crops are bred to contain Bacillus thur-
ingiensis, a toxin that kills insects. 

While Bt crops did, as promised, 
reduce insecticide use by 65 million 
pounds between 1996 and 2008, those 
improvements were dwarfed by a 
383 million-pound increase in herbicide 
use, according to a 2009 report by 

Marches, lobbying and labeling campaigns 
surge as evidence of risk mounts

1976
Monsanto, a St. Louis-based 

industrial chemicals com-

pany, patents Roundup 

herbicide. The company 

is now the world’s leading 

herbicide producer. 

1980
The U.S. Patent and 

Trademark O�  ce 

allows seeds to be pat-

ented for the � rst time. 

Today, just three com-

panies sell most of the GM seeds worldwide.

� 1994
Monsanto wins U.S. regulatory approval for 

its � rst biotech product, a hormone called 

Posilac (rBST or rBGH), which is given to 

dairy cows to increase milk production.

1994
The Flavr Savr, a tomato genetically modi-

� ed to ripen without softening, becomes 

the � rst commercially grown GM food to be 

granted license for human 

consumption by the Food 

and Drug Administration. 

Lisa Marshall

At the Natural Grocery Co. in Berkeley, Calif., green shelf tags highlight Non-

GMO Project Veri� ed products, while other items at risk of containing genetically 

modi� ed organisms are � agged with a damning red sticker.

At Nature’s Pantry in Independence, Mo., prominent displays showcase books and 

DVDs detailing the perils of genetic engineering.

At Mile High Organics in Denver, two part-time sta� ers scrutinize products to 

assure they ful� ll the company’s promise of being “Colorado’s only completely non-

GMO retailer.”

 “Consumers have about six seconds to make product decisions in grocery aisles with 

thousands of options,” says Michael Joseph, founder of Mile High Organics. “I believe 

retailers have an obligation to help them address the issue of GMOs.”

Retailers
MOBILIZE against GMOs

GMO timeline: 
1976 to 2011 
Which significant events led 

the U.S. to be the number one 

producer of genetically modified 

crops worldwide? Here’s a look at 

key legislative missteps (and a few 

victories) during the past 35 years

®

Kelsey Blackwell

>>

TO
P 

TO
 B

O
TT

O
M

; N
A

SE
KO

/IS
TO

CK
PH

O
TO

, G
LE

N
N

 A
SA

KA
W

A
, H

ER
M

ER
/T

H
IN

KS
TO

CK
, C

O
U

RT
ES

Y 
G

RE
EN

PE
A

CE
, H

EM
ER

A
/T

H
IN

KS
TO

CK
/T

O
D

D
 B

U
RL

ES
O

N

>>



76 Natural  Foods  Merchandiser            September  2011 NewHope360.com       

Non-GMO Guide

Benbrook. In 2008 alone, GM crops 
were treated with 26 percent more 
pounds of pesticides per acre than their 
conventional counterparts. And that 
number is expanding exponentially, as 
weeds become resistant to glyphosate, 
prompting farmers to spray more or 
reach for new—potentially more toxic—
weed killers, Benbrook says. A mounting 
body of evidence suggests this increased 
herbicide use may cause health risks.

One landmark study, published 
in May, found traces of Bt toxin in the 
blood of 93 percent of mothers and in 
the cord blood of 80 percent of their 
children. (Previously, biotech companies 
insisted that the toxins are destroyed 
during the digestive process.) “Given the 
potential toxicity of these environmental 
pollutants, and the fragility of the fetus, 
more studies are needed,” the research-
ers wrote.

Julian Little, MD, chair of the 
Agriculture Biotechnology Council, 
says the methods used for this particu-
lar study are unreliable. “Furthermore, 
this report does not identify any health 
or safety concerns related to consum-
ing biotech foods,” Little said in a 
statement. “GM ingredients have been 
consumed around the world over the 
past 15 years without a single substan-
tiated health issue.”

Solid, human studies on the 
health impacts of GM crops are virtu-
ally nonexistent—a fact that has lead 
many activist groups, including the 
Non-GMO Project, to refrain from 
using health risks as a platform for 
generating opposition. But Smith, who 
tours the country lecturing about the 
potential health problems associated 
with GM foods, says numerous animal 
studies suggest GMOs could cause 
allergies, digestive problems, impaired 

immune response, reproductive prob-
lems and organ damage. 

Others agree. “GM foods have not 
been properly tested for human con-
sumption and … there is ample evidence 
of probable harm,” the American Acad-
emy of Environmental Medicine said in 
a recent statement.

A move for better labeling
Genetic engineering causes other prob-
lems as well. Benbrook notes that GM 
seeds create economic harm for farmers, 
who pay three to six times more for lab-
produced seeds than for conventional. 
Competition from companies such as 
Monsanto has also increased consolida-
tion of the seed industry, which makes 
non-GM seeds harder to come by.

Meanwhile, due to seed contamina-
tion and pollen drift, even well-meaning 
organic farmers say they have a hard 
time guaranteeing that their crops are 
completely GMO free. This makes it 
particularly difficult for retailers to 
ensure that the products they carry do 
not contain GM ingredients.

 “We are a natural foods store, and 
our customers are incensed that we are 
selling them genetically modified food. 
But unfortunately, it just is not that 
easy to get it out of the store,” says Bob 
Gerner, general manager of the Natural 
Grocery Co.

In 2003, after an angry customer 
accosted a stocker at his store, Gerner 
helped launch the People Want to Know 
Campaign, asking manufacturers to 
either rid their products of GM ingre-
dients or tell customers which products 
might contain them. 

The initiative has since blossomed 
into the Non-GMO Project, a nonprofit, 
standardized, third party–verified system 
for testing ingredients and products 

Retailers’ non-GMO 
action plan
• Highlight Non-GMO Project Veri� ed 

products with green shelf tags, shelf 
talkers and educational signage. Log 
on to nongmoproject.org and check 
out the Supporting Retailer Program 
section for more information.

• Use red stickers to label products that 
include “at risk ingredients” from crops 
that are frequently grown with geneti-
cally engineered seed, such as corn, soy, 
canola, sugar beets and cotton. Or better 
yet, don’t carry these products.

• Sponsor a public-education talk 
on genetically modi� ed organisms, 
or a webinar for sta� . Learn more at 
responsibletechnology.org/retailers.

• Construct a Non-GMO Education 
Center, complete with books, DVDs 
and pamphlets. You can buy a pre-built 
center through the distributor UNFI.

• Host a screening of the docu-
mentary The World According to 
Monsanto. Details are at responsible 
technology.org.

• Start a local non-GMO action group.

• O� er non-GMO shopping guides in 
your store entry. You can download 
the guides for free at nongmoshop 
pingguide.com.

• Host an event or organize a 
community rally for Non-GMO 
Month in October.

• Send a GMO protest letter to your 
local newspaper. Templates are avail-
able at organicconsumers.org.

• Write your congressional represen-
tative and tell him or her you want GM 
foods to be labeled.

• Check out the Organic Consumers 
Association’s Millions Against 
Monsanto campaign at organic
consumers.org.

• Participate in the Right2Know 
March, Oct. 2 to 16 from New York 
City to Washington, D.C., and demand 
labeling. For more information, visit 
right2knowmarch.org.  –L.M.

� 1996
Monsanto introduces its � rst biotech 

crops—cotton engineered to resist insect 

damage and soybeans genetically modi� ed 

to withstand the spraying of Roundup 

herbicide. Today, GM seeds account for 

81 percent and 29 percent of the world’s 

soybeans and cotton, respectively. 

1996
New York’s attorney general sues Monsanto 

for misleading the public by stating that 

Roundup is “safer than table salt and practi-

cally nontoxic to mammals, birds and � sh.” 

� 1996
Jane Rissler and Margaret Mellon of the 

Union of Concerned Scientists predict that 

widespread planting of GM crops will pro-

duce Roundup-resistant “superweeds.” 

1997
After the delivery of unlabelled GM soy-

beans from the U.S. to European ports, 

Greenpeace-led activists protest in front of 

multinational food companies across the 

European Union. 

1997
The FDA’s Modernization Act is signed into 

law and streamlines the agency’s regulatory 

procedures. Critics fear the legislation will 

encourage more crop deregulation. 

1998
Monsanto intro-

duces Roundup 

Ready corn and 

canola, which 

the company 

promises will have 

larger crop yields 

than conventional 

varieties.  

>>

In 2008, GM crops were treated with 26 percent more
pounds of pesticides per acre than their conventional 

counterparts. And that number is expanding exponentially, 

    as weeds become resistant to glyphosate.
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We are a natural foods store and our customers are 

incensed that we are selling them genetically modi� ed 
food. But unfortunately,  it is not that easy to get it out of the store.

for the presence of GM material. More 
than 2,000 SKUs sport the Non-GMO 
Project Verified label, and 2,000 more 
are in the pipeline, says Megan West-
gate, the project’s executive director. But 
not even that seal necessarily means a 
product is completely GMO free.

“GMO free is not a legally or scien-
tifically defensible claim”—even though 
some manufacturers make that claim, 
Westgate says. “To say it is 100 percent 
free of something means you have to 
test all of it.” 

Although the program has been 
widely praised across the industry, some 
have criticized its allowance of minute 
amounts (less than 0.9 percent) of GM 
material. Others say the high cost of testing 
can be a deterrent for small companies.

“If we have private certifiers com-
ing out with their own labels and no 
legislation behind them, it just adds to 
consumer confusion,” says Joseph of 
Mile High Organics. “I’m not going to 
ask my suppliers to spend thousands of 
dollars to be certified by these guys. I’d 
rather spend the money to do that leg-
work myself.”

Stonyfield Farm’s Hirshberg is a 
vehement supporter of the Non-GMO 
Project, but he also believes that work 
must be done on Capitol Hill to con-
vince lawmakers to mandate labeling, 
halt the introduction of new GM vari-
eties, better contain those already out 
there and pay farmers when their crops 
are contaminated.

“A lot of the efforts out there are 
aimed at stopping GMOs altogether. 
That simpy is not realistic. We are going 
to be living with these things for the 

rest of our lives, whether we like it or 
not,” says Hirshberg, who was recently 
appointed to a trade and policy commit-
tee by President Barack Obama. “The 
critical thing now is to maintain a back 
door—to have non-GM seeds preserved 
and to assure that consumers can con-
tinue to have a choice.”

Old-fashioned activism
Not everyone agrees with Hirshberg’s 
approach. In a scathing blog post on 
the Organic Consumers Association 
website on Jan. 27, OCA National 
Director Ronnie Cummins named 
Stonyfield Farm, Organic Valley and 
Whole Foods Market among “a self-

appointed cabal of organic elite” and 
accused the companies of “surrender-
ing to Monsanto” by not fighting 
harder for an outright ban of GM 
alfalfa. (According to The Organic 
Center’s Benbrook, the greatest near-
term threat posed by GM alfalfa is not 
the risk of GMO contamination of 
the organic milk supply, but rather the 
contamination that could occur in the 
alfalfa seed supply.) 

“These companies have publicly 
admitted that they no longer oppose 
the mass commercialization of GM 
crops, and are prepared to sit down 
and cut a deal for coexistence with 
Monsanto,” Cummins wrote. His post 

� 1999
Mounting environmental and health con-

cerns surrounding GM crops in Europe 

leads big food manufacturers to commit to 

removing all GM ingredients in European 

Union products. Major food chains in Eng-

land, including Sainsbury’s, Tesco, Marks & 

Spencer, Burger King and McDonald’s, also 

announce their intention to avoid all geneti-

cally modi� ed ingredients.

2003
Greenpeace praises 

the E.U. for adopting 

the world’s strictest 

and most compre-

hensive rules on 

GMOs. All GM ingre-

dients must now be 

traced and labeled.

2004
Mendocino County in California is the � rst 

U.S. jurisdiction to ban the cultivation, pro-

duction and distribution of GM products. 

Today, 14 states have proposals to require 

the labeling of GM foods.

� 2005
The USDA approves Monsanto’s Roundup 

Ready alfalfa. The move ignites opposi-

tion from organic advocates who fear the 

decision will lead to cross pollination with 

organic crops. Alfalfa is a mainstay food for 

dairy cows and beef cattle.

� 2005
Roundup Ready sugar beets are 

deregulated. By the 2010 growing season, 

95 percent of sugar beet acres are planted 

with GM seed. 
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went on to call the Non-GMO Project 
a “greenwashing effort” that fails to put 
pressure on retailers and manufacturers 
to clean up their act.

Although Cummins is also in 
favor of mandatory GMO labeling 
laws, his organization is taking a dif-
ferent approach, staging rallies outside 
Whole Foods Market, where protest-
ers in white biohazard suits throw out 
“natural products” from manufacturers 
such as Tofutti, Kashi and Boca that 
are believed to contain genetically 
engineered ingredients. Their demand: 

Stop selling unlabeled GM foods now. 
If only it were so easy, Gerner says. 

“I’d love to do that and I plan on doing it, 
but it will take years. We want to give man-
ufacturers a chance to change their ways.” 

In the meantime, Gerner and 
other retailers will continue to flag 
products with questionable ingredients, 
host lectures, support political efforts 
and attend industry meetings aimed at, 
essentially, trying to encourage every-
one to get along.

Come October, regardless of their 
opinions on how the battle against GMOs 

should be waged, many of them will end 
up in the same place—on the East Coast, 
participating in the � rst ever Right2Know 
March in support of GM labeling.

“This is such a huge and impor-
tant issue that we have to be coming 
at it from multiple angles, and I really 
believe there is a place for all of it,” says 
Non-GMO Project Director Westgate, 
who is helping organize the Oct. 2 to 
16 protest march that will stretch from 
New York City to the White House. 
“This is going to be a great chance to 
bring everyone together.” 

2006
Concerned about the potential impact of 

GM alfalfa, organic farmers and advocates 

sue Monsanto. In response, the California 

Northern District Court rules that the USDA 

was in error when it approved the planting 

of Roundup Ready alfalfa. 

� 2010
U.S. District Court Judge Je� rey White 

orders a nationwide halt to the plant-

ing of GM sugar beets after determining 

that “the agriculture department had not 

adequately assessed the environmental 

consequences before approving them for 

commercial cultivation.”  

� 2010
The FDA receives an application for the 

first animal genetically engineered for 

human consumption: the AquAdvantage 

Salmon, created by Waltham, Mass.-

based AquaBounty Technologies.

2011
The USDA deregulates GM industrial corn 

used for ethanol production. 

2011
A federal appeals court for the north dis-

trict of California overturns White’s sugar 

beet ruling. The court concludes that “the 

plainti� s have failed to show a likelihood of 

irreparable injury.” 

� 2011
Despite protests from organic groups and 

public health advocates, Agriculture Secre-

tary Tom Vilsack announces that the USDA 

has approved the unrestricted planting of 

GM alfalfa.

Sources: Center for Food Safety, Organic Trade Associa-
tion, The Organic Center, Greenpeace, Monsanto, Food 
and Drug Administration, U.S. Department of Agricul-
ture, New York Times
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These products may not yet have labels proclaiming that they’re free of genetically 
modi� ed organisms, but they’re among the latest batch of foods, beverages and 
supplements to receive a green light from the Non-GMO Project to carry the non-

pro� t’s Non-GMO Project Veri� ed label. The organization OKs hundreds of products 
each month, and evidence suggests there is continued interest from manufacturers as the 
label increasingly gains traction with consumers. Last year, sales of Non-GMO Project 
Veri� ed products in the combined natural and conventional retail channels rose a stun-
ning 25.3 percent (more than organic, Whole Grain Council certi� ed and Fair Trade 
Certi� ed), according to Schaumburg, Ill.-based market research � rm SPINS. Here’s a 
look at eight products that are new to the movement. For a list of all Non-GMO Project 
Veri� ed products, including UPC codes, visit nongmoproject.org.  

8 new products ditch genetically modi� ed ingredients

Follow Your Heart Original Vegenaise 

This long-time natural products store staple gets a make-

over with non-GMO canola oil and soy. The vegan, gluten-

free, kosher mayonnaise has 90 calories and 9 grams of 

fat—mostly unsaturated—per 1-tablespoon serving.

Garden of Eatin’ Red Hot Blues Spicy 

All Natural Tortilla Chips

The sweet, nutty � avor of these chips comes from organic blue 

corn, which also provides a hearty texture that’s good for dip-

ping. A dash of cayenne pepper adds zing. 

Hodgson Mill Brownie Mix 

With Whole Wheat Flour and Milled Flax Seed

This brownie mix takes the guilt out of dessert by providing 

450 mg of omega-3 fatty acids per serving, courtesy of milled 

� axseed. Turbinado sugar (from sugarcane), whole-wheat 

pastry � our, cocoa and salt round out the simple ingredient 

deck. (Remind customers to use Non-GMO Project Veri� ed oil if 

they’re following the recipe on the back of the box.)

So Delicious Purely Decadent Mint Chip 

Non-Dairy Frozen Dessert

This mint-� avored, agave-sweetened, coconut milk–based ice 

cream is also gluten free, kosher, certi� ed vegan and made 

with organic ingredients.

Napa Valley Naturals Organic Canola Oil

Natural shoppers can once again reach with con� dence for 

this versatile oil, which is high in omega-6 and -3 fatty acids. 

Though 23 percent of the canola (rapeseed) planted in the U.S. 

is genetically modi� ed, Napa Valley produces this 100 percent 

expeller-pressed option using organic seed.

New Chapter Cal Mag Bone Health

Customers may not consider reading supplements’ ingredient 

decks to look for potential contaminants, but many formula-

tions include binders made from GM corn and soy. New Chap-

ter is the � rst supplements company to be approved by the 

Non-GMO Project. This bone-nourishing formulation contains a 

1-to-1 calcium-magnesium ratio.

Silk Chocolate Soymilk

As the nondairy milk category becomes increasingly crowded, 

Silk steps ahead by being one of the � rst brands to become Non-

GMO Project Veri� ed. The company is also working on an initia-

tive that will provide transparency on how its soybeans get from 

crop to carton. 

Earth Balance nut butters

These no-stir peanut and almond butters are made with � ve 

simple ingredients: almonds or peanuts, � axseed, palm fruit 

oil, agave syrup and salt. One 2-tablespoon serving provides 

3 to 4 grams of � ber and 7 grams of protein. 

Our Non-GMO guide continues 
online. Visit NewHope360.com/
non-gmo for more coverage, 
including: 

10 new products that carry the Non-• 
GMO Project Veri� ed label 

An in-depth look at the issues • 
surrounding seed purity protection 

A pro� le of one retailer who is taking • 
a stand against GMOs in his day-to-
day operations 

Insights from industry experts into the • 
di� erences between GM, GE and GMO 

Videos highlighting consumer • 
perceptions of bioengineered crops

And more …• 
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Manufacturers such as Nestlé and 
Kraft Foods don’t use geneti-
cally modified ingredients in 

products destined for European stores. 
Strict laws on genetically modified 
organisms and myriad protests when 
the technology was first introduced sent 
a pretty clear message to companies 
early on—“no crap in our food, please.” 
The billions of pounds of GM corn, soy 
and canola produced yearly are instead 
reserved for shoppers everywhere 
else—including the United States. 
European consumers won’t stand for 
this junk in their food, but (so far) we 
will, and because GM ingredients are 
often cheaper (thanks, subsidies), no 
real reason currently exists for food 
companies to bother with European 
Union formulations for all products. 

Because most countries haven’t 
mobilized against GMOs, the bioengi-
neered foods business continues to boom. 
Monsanto, the St. Louis-based agricul-
tural giant that owns most genetically 
modi� ed seeds, grew its net income by 
77 percent, to $680 million, in the third 
quarter of 2011, according to an earnings 
report released by the company. 

What would it take to slow 
Monsanto’s roll and kick GMOs out 
of the U.S. food system—or at least 
create mandatory labeling for geneti-
cally modified foods? To date, we 
haven’t been able to count on the 
U.S. Department of Agriculture or 
the Food and Drug Administration to 
take a stand against genetic modifica-
tion. Even Bill Gates has been duped 
by Monsanto’s claim that GM crops 
can solve world hunger. It’s up to 
retailers and consumers to clear up 
confusion and incite change. 

If 5 percent of U.S. shoppers stop 
purchasing products with suspect GM 
ingredients, it would be enough to cre-
ate a tipping point that would draw the 
attention of major food manufactur-
ers, estimates Jeffrey Smith, executive 
director of the Institute for Responsible 
Technology. When you consider that 
naturals shoppers are typically trendset-
ters when it comes to addressing issues 
of health and wellness, you are in a par-
ticularly powerful position to influence 
consumer behavior.  

Fortunately, the � ght against GMOs 
in the U.S. has already begun. The intro-
duction of the Non-GMO Project’s Non-
GMO Project Veri� ed label in 2008 is 
already gaining traction with manufactur-
ers and consumers. Here are a few ways 
some retailers are carrying that momen-
tum forward in their stores.  

Make your store a non-GMO 
oasis. Jimbo’s Naturally, a four-store 

natural foods chain based in San 
Diego, refuses to carry any new prod-
uct that contains GM-suspect ingredi-
ents such as corn, soy, canola or beet 
sugar unless the item is certified by 
the Non-GMO Project.

Educate everyone. In addi-
tion to training staff and setting up 
a non-GMO education center that 
includes free shopping guides and 
health-risk brochures for custom-

ers, the owners of Kansas City, 
Mo.-based Nature’s Pantry wrote 
an advertorial on GMO health risks 
that was published  in the Kansas 
City Star—a newspaper with a circu-
lation of more than 170,000. 

Work with non-GMO activist 
groups. Lakewood, Colo.-based Natu-
ral Grocers by Vitamin Cottage part-
nered with the Institute for Responsible 
Technology to create a “Colorado says 

no to GMOs” day. The event included 
a rally on the steps of the state capitol 
that was covered by local media. 

What is your store doing to take a 
stand against GMOs? 

Retailers hold the key to � ghting bioengineered crops

Non-GMO advocacy

Kelsey Blackwell

Weigh in at NewHope360.com/
nogmo, and read how retailer 
Jimbo Someck � ghts GMOs at 
NewHope360.com/jimbo


