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Board 
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and staff 
at PBFA 
launch, 
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March 2016. 

“The Plant Based Foods 
Association is the 

single most important 
trade organization 

representing the 
interests of plant-based 

food companies. We 
are proud to partner 

with PBFA in creating a 
more level playing field 

and favorable climate 
for plant-based food 

companies nationwide.
David Benzaquen

Founder & CEO, PlantBased Solutions

”
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By any measure our first year was a resounding success.

Our media reach for 10 months in 2016 topped 150 hits, with our launch 
featured in The New York 
Times and numerous 
other leading outlets. By 
year’s end we tripled our 
membership. We had to 
create a new membership 
category for enthusiastic 
affiliates. We exceeded 

our financial goals by Q3, thanks to generous sponsors, in addition to 
membership dues.

But far more than numbers, our first year was full of positive energy 
thanks to our wonderful members making the world a better place by 
providing delicious and sustainable plant-based foods. I am honored to 
help take PBFA to the next level in 2017 and beyond.

Michele Simon

FROM THE 
EXECUTIVE 
DIRECTOR
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PBFA has helped 
us grow our 
business in more 
ways than one.”
Madeline Haydon
Founder & CEO, nutpods

“We can’t say enough 
about the importance of 

joining the Plant Based 
Foods Association. The 

benefits of being part 
of an organization like 

PBFA far exceeded our 
expectations, and we’re 
proud to be a member.

August Vega
Founder & CEO, Malk Organics

”

“
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Currently, we have 75 voting members and 45 affiliate members. 
Considering that we launched in March with 22 members, more than 
tripling our membership in less than 10 months demonstrates the 
energy in our industry. More than numbers, our companies are a diverse 

group. From small 
start-ups to 
well-established 
brands, our 

members represent food producers, distributors, ingredient suppliers, 
meal delivery services, and restaurants.

Our companies also span North America, from Oregon to Florida, with 
several in Canada, and one company headquartered in Greece.

Due to overwhelming interest, we had to create a second membership 
category for all the supporting businesses who wanted to be part of 
PBFA too. We have affiliates who help our members with marketing, 
graphic design, investments, and other services.

Membership Programs  

Education
We conducted three successful webinars:
• With SPINS, on the data behind the industry
• Breaking into College & University Dining
• Marketing to Baby Boomers

Business Connections 
A less formal membership benefit is how often we connect members 
to others to facilitate business transactions. These include introducing 
start-ups and early-stage companies to investors, members to other 
members, and members to outside businesses. For example, we have 
introduced ingredient suppliers to manufacturing firms, and distributors 
to manufacturers, from which business relationships have resulted.

Networking
We created additional ways for our members to connect with each other, 
including a “member match” mentoring program and a private Facebook group.

MEMBERSHIP
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One of PBFA’s most important goals is to increase consumer access 
to plant-based foods. While still in the early stages, we are eager to 
take bigger steps in 2017. We began to develop an educational program 
to promote plant-based foods more prominently in retail outlets, and 

started to conduct 
outreach to large 
retailers to gather their 
input. The program is 
planned to launch in 
early 2017. PBFA also 
participated in the 

National Association of College and University Food Service annual 
conference to develop relationships in that sector to promote plant-
based foods. We will create a member product directory in 2017 to 
advance this exciting program area.

Report: Economics Contribution of    
Plant Based Foods Industry
We released a report, with the help of the firm Marin Economics, about 
the financial contribution of the plant-based foods industry to the U.S. 
economy. Results included:
• $13.7 billion: total annual contribution to U.S. economy
• $1.1 billion: taxes paid annually by plant-based food companies
• 60,000: number of jobs created 

We shared the report with members of Congress and in presentations.

CONSUMER 
ACCESS
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Although for our first year we focused mainly on building our 
membership, we began to form key relationships in our nation’s capital, 
as well as jump into policy discussions. In September, we (two board 
members, our executive director, and policy consultant) visited with six 
members of Congress or their staff: California Senators Barbara Boxer 
and Diane Feinstein, Oregon Senators Ron Wyden and Jeff Merkley, 

Oregon Representative 
Greg Walden, and New 
Jersey Senator Cory 
Booker. We were received 
positively by each office 
as we explained how 
policy can help our young 

and growing industry. We also shared our economic study, to show that 
our industry pays more than $1 billion in federal and state taxes each 
year, a figure that will only rise over time. We also met with several 
officials at the Food and Drug Administration (FDA) to introduce PBFA 
and discuss labeling issues. 

In early 2017, we responded to the “Dairy Pride Act”, a federal bill that 
would bar companies making plant-based milks, cheeses, and yogurts 
from using these descriptive words. We sent letters to the FDA and all 
members of Congress defending our members and suggesting a more 
constructive dialogue. Stay tuned for more to come on this issue.

POLICY &
ADVOCACY
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It’s clear the media is just as excited as we are, given all the early coverage. 
The New York Times covered our launch, which led to additional stories by 
such top outlets as Fortune, Forbes, Politico, The Hill, and The Independent, 
as well as numerous trade publications such as Food Navigator, Food 

Business News, and Nutritional Outlook. We 
are most proud of being able to refer reporters 
to our members, resulting in stories where 
they were either quoted or featured in entire 

articles in such top outlets as The New York Times and Bloomberg. PBFA 
has also been featured several times in Politico’s “Morning Agriculture”, a 
must-read daily newsletter for food policy wonks. In addition, we published 
an op-ed in the inside-the-beltway newspaper, The Hill.

MEDIA

Our media hits are summarized as follows (for 10 months since launch):
• Online: 70
• Broadcast (TV & Radio): 42
• Print (newspapers & magazines): 39
• Total Press Hits: 151
Total Circulation Reached: 82,767,524
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As evidenced by the press 
coverage featuring staff 
and members of the Plant 
Based Foods Association 
in 2016, the PBFA is 
becoming an increasingly 
sought after and essential 
source for the news 
media. You should be very 
proud of the results you’ve 
achieved in your first year.”
Ryan Fletcher
Director of Movement Media (PR firm representing 
Dr. Bronner’s, a PBFA sponsor and member)

“

Panelists from 
PBFA, SPINS, 
Daiya Foods,
and Kroger 
discuss plant-
based trends 
at Expo East, 
September 2016. 
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We exceeded our 2016 
fundraising goal in 
September, thanks 

to a combination of membership dues and donations. We are especially 
grateful to our 2016 sponsors, who gave in the range of $5,000 - $50,000:

Ending 2016 in such a healthy financial position means we are able to hire 
more staff for 2017 and conduct additional programs for our members. 
Looking ahead to our second year, we plan to ramp up all of these 
areas and more. Our goals are lofty: nearly doubling our budget, but the 
momentum from our first year’s success will carry us forward. Onward!

THANK YOU

Founding
Board Members

Staff

Michele Simon, JD, MPH, EXECUTIVE DIRECTOR

Noelle Callahan, MEMBERSHIP & ENGAGEMENT LIAISON

Darilyn Williams, PROGRAM COORDINATOR

Elizabeth Kucinich, POLICY & PARTNERSHIPS CONSULTANT

Jaime Athos, CEO, The Tofurky Company, BOARD CHAIR

Martin Kruger, COO, Follow Your Heart, TREASURER

Nicole Sopko, VP, Upton’s Naturals, SECRETARY

Miyoko Schinner, CEO, Miyoko’s Kitchen
Michael Lynch, VP of Marketing, Daiya Foods
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The movement towards 
plant-based diets is 
bigger than any one 
brand. By binding 
together with companies 
who share our vision of a 
meat-free future, we all 
become stronger and the 
world becomes a more 
compassionate place.”
Seth Tibbott
Chairman & Founder, The Tofurky Company

“

PBFA board 
members 
celebrating 
our launch at 
Expo West, 
March 2016. 
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22 Days Nutrition
Atlantic Natural Foods

Axiom Foods
Baked LA

Beanfields Snacks
Bryt Life Foods

Burcon NutraScience
Califia Farms

Coconut Cloud
Daiya Foods

Designer Protein
Drink Eat Well (Hilary’s)

Dr. Bronner’s
Eco Friendly Foods Initiative

Enjoy Life Foods
Follow Your Heart

Freja’s Foods
Good Karma Foods
Healthy Link Imports

Heidi Ho
Hitch Distribution

Hungry Planet
Innovative Beverage Concepts

Kate Farms
L.A. Aloe

Leaf Cuisine
Lightlife Foods
Like No Udder

Little Vine Foods
Louisville Vegan Jerky Co

Luna and Larry’s Coconut Bliss
Maika Foods
Malk Organic
Mango Bahia
Massel USA
Melt Organic

Miyoko’s Kitchen
My Source of Life

New Barn
New Wave Foods

NewOrganics
Next Level Burger

No Evil Foods
Northbest Natural Products

Nutpods
Nuttin Ordinary

Ocean Hugger Foods
Pizzey Ingredients

Pulmuone Foods USA
Pure Genius Provisions

Quorn
Bee Free Honee

Randita’s Organic Vegan Cafe
Rawfoodz

Real Food Daily
Revolution Gelato

Riverdel
Rob’s Brands

Schouten USA
Sophie’s Kitchen
Sunshine Burger

Sweet Earth Natural Foods
TerraVia

The Herbivorous Butcher
The Jackfruit Company
The Tofurky Company

Three Turns Bakery
Tofuna Fysh

Tofutown
Treeline Cheese
Upton’s Naturals

V-Grits
Vedic Brands

Veestro
Vegan Dream

ViolifeUSA
Watusee Foods
Wayfare Foods

Willow Cup
YamChops

OUR MEMBERS

plantbasedfoods.org
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