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The Organic Advantage:
Communicating Value to Consumers
in a Shifting Retail Landscape
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Connect with Us!

Organic Produce Network connects
organic produce growers, CPG
entrepreneurs and retallers to create a
prosperous supply chain that supports
the growth of organic produce and good
health for people and the planet

Visit organicproducenetwork.com for
the latest news and Insights about the
organic produce industry or to sign up
for our weekly newsletter, OPN Connect.



The Organic Advantage: Communicating
Value to Consumers in a Shifting Retail

Landscape

Tom Chapman Kim Chackal Mike Houston Shawna Rodgers
CO-CEO CO-OWNER, VP OF SALES & GENERAL MANAGER DONOR RELATIONS MANAGER
Organic Trade Association MARKETING Takoma Park Silver Spring CCOF Foundation
Equifruit Co-op
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Jolea Moes ( )

Future Organic
Farmer Grantee

rﬂ?ogym;wem CCOF Foundation t CCOF 1

Foundation

Retailer & Organic
Product Campaigns

Advancing organic by supporting people and communities who care for the land,
the CCOF Foundation unites the organic community to offer intentional
education, financial support, and growth opportunities for organic professionals.

Join the CCOF Foundation in growing a healthier food system.
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