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Clinician Award
Joseph E. Pizzorno, Jr., ND, Pres. SaluGenecists, Inc.

Industry Champion Award
Keith Kantor, Ph.D., CEO, Service Foods

Joseph Pizzorno is founding president emeritus, 
Bastyr University, president, SaluGenecists, 

Inc., and editor of Integrative Medicine: A Clini-
cian’s Journal. Pizzorno was 
appointed by President Clinton 
in December 2000 to the White 
House Commission on Comple-
mentary and Alternative Medi-
cine Policy and by President 
Bush to the Medicare Coverage 
Advisory Committee in Novem-
ber 2002, is one of the world’s 
leading authorities on science-
based natural medicine. A physician, educator, 
researcher and expert spokesperson, He is chair of 
the scientific board of Bioclinic Naturals, and vice-

chair of the Board of Directors of the Institute for 
Functional Medicine. Licensed as a naturopathic 
physician in Washington State since 1975, he has 

been the recipient of numer-
ous awards and honors for his 
academic, professional, con-
sumer education and public 
affairs leadership. Pizzorno is 
the co-author of the interna-
tionally acclaimed “Textbook 
of Natural Medicine,” the 
best-selling “Encyclopedia of 
Natural Medicine” (1 million 

copies in six languages), and six other books. New 
editions of both the Encyclopedia and Textbook 
will be released in 2012. 

Keith Kantor, Ph.D., is CEO of Service Foods, 
Inc., a shop-at-home food service offering 

gourmet, natural food, specializing in all-natural, 
meats, poultry, seafood, and organic vegetables. 
After college and service 
in the U.S. Marine Corps as 
an officer, Kantor earned 
an MBA , then later, a 
masters and doctorate in 
Nutritional Science after 
becoming CEO of Service 
Foods in 1994. Under his leadership, Service Foods 
has grown to be one of the fastest growing private 
companies in the country, and 6th fastest  
in Georgia. 

In 2000, Kantor refocused his business into an 
all-natural food service, and established a team of 
health professionals as staff, including registered 
dietitians, registered nurses, fitness experts, chefs, 
physicians and dentists. His company was the 
first natural products business to break down and 
digitize customer food and supplement orders 
and make the information available for customers 
to have added to their medical records. Kantor 
has given years of service to the All Natural Food 
Council of North America (which adopted its cur-
rent name under his guidance) and to NPA, where 
he currently serves on the committee that is estab-
lishing product criteria and label specifications for 
all natural products. 

In November 2002,  

Pizzorno was appointed 

by President Bush to the 

Medicare Coverage  

Advisory Committee.

Dr. Kantor 

serves on the 

NPA Foods 

Work Group.

Will Allen is founder and CEO of Growing Pow-
er, Inc. a national non-profit organization 

supporting the development of community-based 
food systems and a model for communities around 
the world. Allen is a former pro basketball player, 
a farmer, and a community activist, dedicated to 
supporting low-income and small family farm-
ers bring healthy, affordable food to urban areas.
Allen has developed an innovative bio-intensive 
growing system using worms, in use in urban and 
rural agriculture projects around the world, and is 
now positioning the organization to become more 
energy self-sufficient by installing solar-electric 
and solar-water systems, by supporting renewable 
energy sources, and by supporting the first phase 

of anaerobic digestion onsite, which would use 
methane gas as an energy source. 
He currently directs and supports several training, 
technical support, and demonstrative production 
programs at the Growing Power Community Food 
Center in Milwaukee and community food projects 
in Chicago and beyond through the organization’s 
Regional Outreach Training Center program (14 
states to date). Allen received the Ford Founda-
tion’s “Leadership for a Changing World Award,” 
and was awarded the 2008 Mac Arthur Genius 
Fellowship for his efforts to promote sustainable 
farming methods in low-income neighborhoods. In 
May 2010, Time magazine named Allen one of the 
Time 100 World’s Most Influential People. 

Rachel Carson Environmental 
AwardWill Allen, founder, Growing Power, Inc.

In May 2010, 

Allen was 

named one of 

the Time 100 

World’s Most  

Influential 

People.

Clinician Award
Leanna J. Standish, Ph.D., ND, LAc, FABNO, Bastyr Univ.

The Rachel Carson Environmental Award honors individuals who have 
made outstanding contributions to the protection of the environment.

The Clinician Award recognizes licensed healthcare practitioners 
whose work exemplifies the best standards and dedication to  
responsible holistic, non-invasive and integrative, complementary, 
and alternative medicine modalities.

the School of Public Health at the University of 
Washington, and affiliate research professor in 

the University of Washington’s 
School of Medicine’s radiology 
department. She has served as 
principal investigator on several 
National Institutes of Health 
(NIH) research grants since 
1994. Standish teaches classes 
on death and dying; pulmonol-

ogy; and science, spirituality and medicine, and 
her interests include naturopathic oncology and 
neurology, and chronic hepatitis C.

Dr. Leanna J. Standish is medical director of the 
Bastyr Integrative Oncology Research Clinic in 

Kenmore WA. She was the direc-
tor of the Bastyr University Re-
search Institute from 1987-2001. 
Previously, she was senior fellow 
in biophysics, assistant profes-
sor at Smith College, and also 
completed postdoctoral work at 
Yerkes Primate Center and the 
University of Massachusetts. Standish is currently 
a research professor for the School of Naturo-
pathic Medicine at Bastyr, a clinical professor for 

The Industry Champion Award recognizes individuals who have made 
notable contributions to the natural products industry above and beyond 
commercial success.

Dr. Standish has served 

as principal investigator 

on several NIH  

research grants.
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We all feel better when we eat well. But did you know that not all  
”all-natural foods” are equal? Retailers need to be care-

ful about what they are actually offering to their customers.

Many companies (especially producers of beef and chicken) are now becoming more clever with 
their product labeling to create an illusion that their food is healthy or all natural, when in real-
ity it’s anything but, if you ask me. A 2009 article in the Wall Street Journal reported that about 
a third of the chicken sold in the U.S. is plumped up with salt, water and even seaweed extract. 
Surprisingly, the U.S. Department of Agriculture says fresh chicken processed this way can still 
be labeled ”all natural”  or ”100 percent natural” because those are natural ingredients, even 
though they aren’t naturally found in the chicken.

So-called enhanced or “plumped up” chicken has between 200-400 mgs of sodium per serving, 
almost as much as a serving of fast-food French fries. If your customers are trying to watch their 
sodium intake to cut their risk of high blood pressure, heart attack and stroke, it pays for them 
to stay away from this unneeded salt intake, and for retailers to be vigilant against this issue.

Why do these companies include these additives? The answer is money. Chicken is sold by the 
pound and adding saline increases its weight and the company profits.

But not everyone confuses the term  “all natural” like these other companies. I think when a 
company says a product is ”all natural” they should actually mean it. I think customers should 
get quality meats and poultry that are hormone, chemical, preservative and salt-free, and to 
me that’s nature at its best.

The Natural Products Association is working to write a standard and certification for natural 
food (meat and poultry), and I am proud to be a part of this important effort. We hope to pub-
lish the standard and launch the certification program in 2012. Shortly thereafter, retailers and 
their customers will be able to feel confident that a product is ”natural” when they see the NPA 
Natural Seal proudly displayed.

When is Natural Really Natural?
By Keith Kantor, Ph.D.

Keith Kantor, PH.D., is CEO of Service 
Foods, Inc. He is also a recipient of 

the 2012 NPA Industry Champion 
Award. He can be reached at  

kkantor@servicefoods.com.

Why do these companies 
include these additives? 

The answer is money. 

How much do we love those furry members of our 
family? Pet owners are showing the love through 
their purchasing power.  Even in a tight economy, 

where consumers are cutting back on nearly everything, 
pet owners are still spending to purchase the best for 
their animals. 

A recent survey showed that 90 percent of U.S. pet own-
ers agreed with the statement, “I consider my pets to 
be part of the family.” It’s little wonder that pet product 
sales are strong.  It is estimated that in 2011, nearly 
$51 billion was spent in the U.S. on pets. The American 
Pet Products Association reports that 62 percent of U.S. 
households own a pet – that’s nearly 73 million homes. 
Cats and dogs are, not surprisingly, the most owned pets, 
(86 million and 78 million, respectively), but freshwater 
fish, small animals, and birds are represented in large 
numbers as well.

A recent survey conducted by research group Packaged 
Facts reported that while nearly three-quarters of pet 
owners said they look for lower prices, special offers and 
sales on pet products, 30 percent choose to shop at pet 
product retailers that offer the best products – regard-
less of price – and 23 percent select where they shop 
by whether the retailer offers natural, organic, or other 
specialty brand pet products.

In fact, according to Nutrition Business Journal,  sales of 
animal nutrition products—natural and organic pet food, 
pet supplements (not including animal feed supple-
ments), and natural and organic pet supplies—grew 5 
percent in the United States in  2010. Supplement sales, 
particularly joint health supplements, are on the increase.

TRENDS to WATCH
Natural is big: The natural category of pet products 
is gaining ground, even within more conventional man-
ufacturers. Statistics of new products announced from 
January—October 2011 showed that 42 percent were 
natural, 19 percent were biodegradable, and 16 percent 
were environmentally friendly. The claims “no animal,” 
“non toxic,” and “no paraben” also were frequently 
seen, each appearing in approximately 14 percent of the 
reports. 

Back to basics: Raw is the buzzword for dog and cat 
food, with sales growing despite the premium prices. 
Dehydrated, frozen, and chopped raw options also are 
filling shelves, making feeding time even easier for pet 
owners. 

Stay healthy: More pet owners are switching to holis-
tic or natural pet treatments from conventional treat-
ments and medications. Supplements for joint, diges-
tive, and eye health are enjoying moderate but steady 
sales growth.

Clean and sweet: Grooming products are also on 
the rise, with more pet shampoos and coat conditioners 
using natural fragrances and ingredients. Skin condition-
ers with sunscreen are hot on the market. Natural dental 
care products are trending upwards.

Slimming down: Just like their owners, American pets 
are fighting weight issues and pet products are reflect-
ing that concern, with increases in foods formulated to 
help pets lose or maintain a healthy weight.

Cyber-shopping: Where owners shop is changing. 
One survey showed that 42 percent of Internet shoppers 
looking for pet products online purchased pet foods last 
year.

Pampered pets: Packaged Facts has reported that 76 
percent of surveyed pet owners say they like to indulge 
their pets with special food and chew treats, toys, bed-
ding, and even clothing. Pet spas and pet-friendly hotels 
– some offering special services like parties and mas-
sages for visiting pets – are becoming more popular.

Natural is for Pets, Too

In 2011, an estimated  
$51 billion was spent  

in the U.S. on pets.
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