
INSIDE THIS ISSUE

rareESSENCE: BRINGING NATURE HOME	 1 
 
FROM THE DIRECTOR	  1 
 
INTERNATIONAL ORGANIC TRADE  
UPDATES	 3 
 
PROTECTING ORGANIC FLOCKS FROM  
BIOSECURITY RISKS	 4 
 
ORGANIC CERTIFICATION COST SHARE  
UPDATE	 5 
 
CLEANING ORGANIC FARM  
EQUIPMENT	 6 
 
CLASSIFIEDS	 11

Visit us at mosaorganic.org • Contact us at mosa@mosaorganic.org • Visit us on Facebook: facebook.com/MOSAOrganicCertification

VOL 23  ISSUE 3 FALL  2025 

As Fall settles in, we’re re-
ceiving lots of inspection 
reports from our inspec-
tors. Our goal is to complete 
all annual inspections by 
Thanksgiving. In 2025, we 
moved the dates up in or-
der to receive your Annual 
Update sooner so we could 
schedule and complete in-
spections sooner. This was a 
successful move on our part 
and we hope that the end re-
sult will be that you receive 
your Certificate in a more 
timely manner 
 
At MOSA, we’ve begun to 
work on our 2026 annual 
update and are preparing 
the forms to send to you. 
You can expect the Annual 
Update to hit your inbox or 
mailbox in December. Your 

Brian Paulsen and Sherri Jobelius are the founders and owners 
of rareESSENCE, an essential oil product manufacturer commit-
ted to creating natural and organic artisan products that are 
made in the USA and are safe, synthetic free, responsibly 
sourced and beautiful. They have a line of organic essential oils, 
aromatherapy roll-ons and inhalers, organic perfumes, room 
mists, soy candles, body oils, bath salts, CBD topicals, and many 
other essential oil based products. “The company really grew 
out of Sherri’s vision, from her early work in the natural foods 
movement,” noted Brian. “In the early 80s, she was the assistant 
manager of Tao Natural Foods in Minneapolis, which was one of 
the early stores that carried organic and natural foods. Part of 
her job there was managing the Herb Loft, so she became really 
fascinated and started educating herself about herbs and essen-
tial oils and using them both for wellness and also for natural 
alternatives to perfume. She didn’t really like synthetic per-
fumes, but she loved having a scent to wear, so she started using 
different essential oils and combining them and layering them. 
That was really her early exposure to natural alternatives to con-
ventional products and her first experimentation of creating 
natural perfumes.” 
 
“Sherri and I met in the mid 90s. We both shared a passion for 
the natural world and sustainability and healthy living. I was an 
avid outdoors person. I mountain climbed and backpacked, 
downhill skied and taught cross-country skiing in college, so we 
both kind of shared that love for the outdoors and the natural 
world. I was a photographer and filmmaker and she was a 
graphic designer and a gifted writer. Sherri had a vision of creat-

see  rareESSENCE on page 2
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cont.  rareESSENCE  from page  1

ing greeting cards that incorporated essential oils. And so together, our first business was com-
bining greeting cards with essential oils and macro-photography of flowers and plants,” exclaimed 
Brian. 
 
“We began to create our own blends of essential oils working with an aromatherapist and over the 
course of about six months we created twenty-four unique synergies we used in these greeting 
cards that had a small vial of these oils on the outside of the card. At the time, not many people 
we talked to knew what aromatherapy was. There was some awareness on the east and west 
coasts, but being in Minneapolis, only a few people knew what we were talking about, and most 
retailers didn’t really have any idea of what that was so it was a struggle to gain market share. But 
some retailers recognized what we were trying to do so it motivated us to continue on that path. 
 
“We were familiar with Aveda because Sherri’s best friend was a sourcing person for Aveda. We 
approached Aveda and they loved the greeting card and licensed our design to introduce a line of 
Desert Perfumes and had us execute the fulfillment when they rolled them out worldwide. (Edi-
tors Note: Aveda is a large national hair care company) This experience just gave us more knowledge 
about essential oils and sourcing. We started working with smaller growers and distillers to 
source our essential oils. It wasn’t that easy to do at the time, this was as the internet was just 
starting to happen. So it was more phone calls and letters and faxes back and forth to reach peo-
ple, but we did end up creating some really nice relationships with people, relationships that 
would later help build rareESSENCE,” said Brian. 
 
“We got a little sidetracked for a few years after I invented a fireplace product called FireCones 
and a spin off called AromaCones which we sold to Target, LL Bean, Smith & Hawken, Crate & 
Barrel and many other retailers. But that experience really gave us a solid foundation and experi-
ence on how to work with retailers and running a manufacturing business.” 
 
“We really wanted to come back to essential oils and that really was where our heart and our 
passion was. When we started rareESSENCE, some of the oils that we’re using in our previous 
products were available organically and some were not. It took not only finding farmers and 
distillers at trade shows, through searching the internet, and finding different suppliers, but it 
was really challenging in the beginning to find organic sources for a lot of the oils that we were 
wanting to use. Today most of our product line is transitioned over to organic, especially in the 
products that are body care products. We decided that organic was going to be a point of differ-
ence with our competitors.” 
 
“It’s really important to me that rareESSENCE honors the same commitment to the land and the 
plants and the community as the farmers who produce our ingredients, because I saw my grand-
father’s farm in good years, and in challenging years, and realized that every day he had some-
thing at stake. While organic wasn’t really much of a term back then, I think he instinctively 
farmed sustainably with rotating crops and protecting the soil. I remember those conversations 
with him - he farmed so that he could protect the land and I think that experience really served 
me in the future, and informed me as we’ve created these relationships with other growers and 
distillers and by developing our organic product line. I think farming teaches you patience, stew-
ardship, and responsibility. Those are really the core values of how we run rareESSENCE,” empha-
sized Brian. 
 
Before there was rareESSENCE, we were first called rareEARTH. I had created a candle that was 
made of all natural ingredients. It was a pillar candle made with natural waxes, essential oils and 
earth pigments. The same kind of pigments that Renoir and all the great painters have used as 
bases- ochres, siennas, all those types of earth minerals. I invented a process to put those minerals 
on the outside of the candle, kind of artistic renditions of different blends of those minerals so 
nobody else could produce those except for us. That’s also part of what launched rareEssence 
since we were using all essential oils in those candles. But as we started to develop those candles, 
we realized that our customers wanted other essential oil products as well. And so we developed 
room mists and reed diffusers and then started to develop our essential oil line from there. Every-
thing we had done up to that point led to creating rareESSENCE, which we officially started in 

see   rareESSENCE  on  pg. 8
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Organic International Trade Updates
 
NOTICE TO IMPORTERS 

Effective October 1, 2025, importers may not recondition certified organic shipments 
that arrive in the United States without a valid National Organic Program Import 
Certificate (NOPIC). Accordingly, any organic shipment that arrives in the United States 
after October 1st without a valid NOPIC will be subject to immediate reexport, donation 
(with restrictions), or destruction. Contact MOSA immediately if you receive an imported 
organic product without a valid NOPIC for additional information. 
 
Notice to handlers and exporters of organic alcohol to Japan 
 
Updates to the US-Japan Organic Equivalency Arrangement are in effect October 1, 2025: 
 
Any plant-based products, livestock products, processed products containing plant and 
livestock ingredients, and now, alcoholic beverages sold or labeled as organic in Japan 
must be labeled with the Japanese Agricultural Standard (JAS) organic seal and must 
meet the labeling requirements for Japan. Products may also display the USDA seal. 
 
There are 2 methods allowed for application of the JAS seal:

1.	 To apply the JAS seal in the US - A U.S.-based farm or business must contract with a 
JAS-certified importer.

2.	 If the U.S.-based farm or business does not have a contract with a JAS-certified 
importer, a JAS-certified importer must apply the seal to the product once it arrives in 
Japan.

 
 
USDA Certified wines labeled as “made with organic grapes” may be sold in Japan 
outside of the updated equivalence arrangement under the following conditions:

•	 May not be represented as “organic”

•	 May not use the USDA or JAS organic seals

•	 May use sulfites and other non-agricultural ingredients as listed under 205.605

•	 Must meet all other USDA organic requirements for “made with organic grapes” wine

•	 May not use MOSA’s logo.  *If you are already exporting wine to Japan labeled, “made 
with organic grapes,” and using MOSA’s logo, you may use up labels until March 31, 
2027.

 

Organic alcohol exported to Japan must have final processing and packaging occur in 
the United States. Your plan to comply with this requirement must be detailed in your 
Organic System Plan, and as always, labels making an organic claim must be approved by 
MOSA prior to use. Operations that export organic product to Japan must contact MOSA 
to obtain a USDA Export Certificate TM-11. Contact MOSA for additional information!
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PROTECTING ORGANIC FLOCKS FROM BIOSECURITY RISKS
by Christine Davies, Client Services Specialist 

 
A “biosecurity risk” is potential for harm caused by a biological agent, such as disease. By 
now, many farmers and consumers alike have heard of Highly Pathogenic Avian Influenza 
(HPAI). Avian Influenza, or “Bird Flu” has made headlines in recent years, wiping out flocks and 
influencing egg prices. HPAI is spread through visiting carriers of the virus, which could include 
humans carrying it on their clothing or the droppings of migratory birds. So how can organic 
poultry farmers respond to outbreaks of HPAI and other biosecurity risks? 
 
Outdoor access is required for organic poultry, and must be designed to encourage birds to go 
outside on a daily basis. Continuous total confinement of organic poultry indoors is prohibited, 
but there are a number of reasons why birds may be temporarily denied access to the outdoors. 
Because biosecurity risks can jeopardize the health, safety, and well-being of organic livestock, 
this type of risk may be reason for temporary confinement. 
 

Temporary confinement plans must be approved by MOSA – a standard operating procedure 
(SOP) describing your criteria, method, and duration of temporary confinement can be 
documented in your Organic System Plan (OSP), in which case you would not need approval 
each time you confine. 
 
What key information is needed for a biosecurity risk temporary confinement plan?

1. Why are you confining?

2. Is the risk specific to your geographic location?

3. Which health authority identified the risk?

4. When will you release the animals?

 
Temporary confinement due to biosecurity risk must be linked to clear and present danger. Has 
an outbreak or risk specific to your geographic location been identified by health authorities? 
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cont. PROTECTING  from pg. 4

​

Each state has an agency responsible for Avian Influenza response – this may be your State 
Veterinarian, State Department of Agriculture, or State Board of Animal Health. The USDA 
Animal and Plant Health Inspection Service (APHIS) tracks HPAI at the federal level. A fellow 
farmer or buyer are not considered health authorities, but they can certainly be your source of 
information to know what the health authorities are saying. If someone you know recommends 
that you confine your flock, ask them about their reasoning. Did they hear the directive from a 
health authority? Is the risk present in your geographic location? The duration of confinement 
depends on your specific threat and location. What criteria will determine that it’s safe for the 
birds to go outside again? Contact MOSA to discuss your proposed temporary confinement plan 
– a certification specialist will need to review and approve your plan.

•	 What records need to be kept to document approved temporary confinement?

•	 Reason for confinement

•	 Start and end dates

•	 For biosecurity concerns, documented notices from APHIS or local/state health authorities 

Is confinement for HPAI biosecurity allowed due to migratory birds? APHIS monitors wild bird 
populations for HPAI threat. If health authorities declare that an outbreak of HPAI is linked to 
migratory birds headed toward your location, contact MOSA with your plans to confine or follow 
your approved SOP. Simply observing that birds are migrating, without any verifiable link to 
HPAI, does not meet the requirement to connect the threat to your geographic location. 
 
Biosecurity measures you can take to protect your flock:

•	 ●Wear clean clothes and footwear when tending your flock and require visitors to do the same.

•	 ●Thoroughly disinfect farm entry points, shoes, and equipment.

•	 ●Limit human visitors to your flock, especially those with livestock of their own.

•	 ●Store feed in a way that keeps wildlife out.

•	 ●Keep the flock away from other disease sources, like ponds or wetlands that wild birds visit.

•	 ●Have a temporary confinement plan and contact MOSA for plan approval.

 
What should you do if you suspect HPAI? The symptoms of Highly Pathogenic Avian Influenza 
include: sudden death, lack of appetite, drop in egg production, soft-shelled or misshapen eggs, 
nasal discharge, coughing, sneezing, stumbling, swelling of the head, eyelids, wattles, and hocks. 
Unfortunately, there is no treatment for HPAI and depopulation is the only way to stop the 
disease. If you suspect HPAI in your flock, contact your veterinarian, state or local animal health 
officials immediately. n

ORGANIC CERTIFICATION COST SHARE - SEPTEMBER 2025
The Organic Certification Cost Share Program (OCCSP) had funding restored through 2031 by the federal 
Budget Reconciliation Bill that was signed into law in July. Historically the Program has provided a 
rebate on paid certification fees (up to $750.00 per organic certification scope). 
 
At writing, the Program is not yet open and USDA/FSA offices are not yet accepting applications. If you 
typically apply through your State Department of Agriculture, those programs are also not yet open. 
MOSA is continuing to watch for word fromUSDA/FSA when the Program will open. We'll share  any 
announcements and any updates with you. You may contact your County FSA office or check the USDA/
FSA Organic Certification Cost Share website. Feel free to reach out to MOSA with any questions or 
concerns. n

https://www.fsa.usda.gov/resources/programs/organic-certification-cost-share-program-occsp
https://www.fsa.usda.gov/resources/programs/organic-certification-cost-share-program-occsp
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by Mark Geistlinger, Client Services Coordinator 
 
Do you have your own complete set of farm implements that is “dedicated organic”—only 
used with organic crops?  If yes, congratulations! Most MOSA farmers must rely on at least an 
implement or two that is shared with nonorganic production, so they need to clean the equip-
ment to prevent commingling (organic crops contacting nonorganic crops) and contamination 
(organic crops contacting prohibited inputs). Let’s talk about some general cleaning guidelines 
and key terms, and then go over some strategies for cleaning individual implements. 
 
Within organic certification, equipment cleaning only refers to the required cleaning of imple-
ments after use on nonorganic crops or with prohibited inputs. Farmers list their implements 
in the equipment chart in the Farm Organic Plan, describing cleaning methods for any pieces 
shared with nonorganic production. Then, individual cleaning activities after nonorganic use 
must be documented on the MOSA Cleaning Log or the farmer’s own record. If the cleaning 
was performed by someone else, such as a hired baler operator or truck driver, then the organic 
farmer should obtain a cleaning record from the contractor and inspect the implement prior 
to use. 
 
Wet-cleaning equipment with a power washer or garden hose is best when possible, but when 
it’s not, MOSA farmers rely on a variety of dry-cleaning methods: scraping (with hand or 
power shovels, metal putty knives, plastic paddles, etc.), sweeping, wiping, vacuuming (shop 
vacs are inexpensive and satisfying devices), and blowing with compressed air or a leaf blower. 
Internal chambers that cannot be adequately physically cleaned must be purged using some 
approved material (lime, diatomaceous earth, etc.) or organic crop to push through the re-
maining nonorganic product; the purged material is then disposed of or used as nonorganic. 
Cleaning equipment isn’t likely the most dangerous activity on most farms but can involve a 
lot of noise, sharp edges, and flying particles, so please wear your personal protective equip-
ment! 
 
Now let’s go over some ways of cleaning particular groups of implements after they are shared 
with nonorganic production. 

•	 Tillage and cultivation implements (plows, discs, cultivators, hoes) Physically remove any 
soil or crop residue. Wipe off any prohibited materials such as rust-prevention petroleum 
grease from soil contact surfaces. 

•	 Planting implements (planters, drills, seeders, transplanters) Vacuum out seed boxes, and 
wet-wipe off any treatment residues. Produce transplanters can often be carefully wet-
washed to remove plants and soil media. 

•	 Dry fertilizer spreaders Run empty, scrape or blow out if necessary, and purge if internal 
areas retain previous material. 

•	 Sprayers (tanks with pumps, hoses, nozzles) The best practice with these high risk imple-
ments is to rely on units dedicated to organic-compliant materials, but MOSA does allow 
the use of sprayers shared with prohibited materials after a thorough, triple-rinse of fresh 
water through the unit. A commercial tank cleaning compound in the first rinse can help 
remove residues. Spread the rinse water away from organic land. 

•	 Haying implements (mowers, rakes, tedders, balers, loaders) Remove any remaining non-
organic hay by sweeping, hand-pulling, or blowing off. The chambers of round balers are 
often self-purging, while those of square balers typically require purging with the first large 
bale or first few small bales.

CLEANING ORGANIC FARM EQUIPMENT
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•	 Harvesting implements (pickers, reapers, threshers, combines, vegetable harvesters and 
conveyors) Remove as much previous material as possible by sweeping, hand-pulling, 
blowing, scraping, vacuuming, and rinsing where possible. Internal chambers (notably 
combines) must be purged with an organic crop. Vegetable harvest machines and conveyor 
lines can usually be carefully wet-cleaned. 

•	 Post-harvest produce-handling implements (sprayers, conveyors, dunk tanks, tumblers, 
cartons, hand tools) These pieces are typically designed for wet-cleaning vegetables so can 
easily be wiped and hosed off. Water in dunk tanks must be fresh and clean for organic 
produce.  

•	 Post-harvest grain-handling implements (grinders, mills, roasters, dryers, TMR mixers, 
augers) These implements include internal mechanisms that rarely can be wet-cleaned, so 
typically require a purge with organic grains after the units are swept off and vacuumed 
out. 

•	 Crop storage units (silos, grain bins, walk-in produce coolers) Given the size and difficulty 
in cleaning large grain and forage units, these are obvious candidates for dedication to 
organic crops!  To clean prior to switching to organic use, work safely within the unit to 
vacuum, scrape, scoop, and blow away the remaining crop material. Coolers shared with 
nonorganic production must have excellent segregation through signage and separation; 
surfaces of shelves and bins should be wet-cleaned prior to organic use. 

•	 Transportation units (chopper boxes, grain wagons, gravity boxes, mobile produce bins, 
over-the-road trucks) The farmer’s best tool, gravity, should be employed initially to re-
move remaining material through bottom openings, aided by scraping the interior sides 
and banging on the exterior ones. Require hired grain drivers to come with clean units 
and then inspect them upon arrival. 

Do you have a farm implement not mentioned here, or have a cleaning suggestion to share? 
Call or write to the MOSA Client Services Team and let’s talk equipment-cleaning! We’d love 
to help you set up an effective system for your farm or learn what’s already working well for 
you. n
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2012 under the rare-earth brand.” In 2017, we officially changed our company name to rareES-
SENCE. 
 
“Initially, all of the production was done in house. For the most part, we still do almost all of our 
production in house. There’s one or two products that go to an outside company, but we’ve really 
tried to keep most of our production in house. I like seeing how things are made and to have that 

kind of control over the process is really important. We 
started with a very small facility, a very small ware-
house space of about 2,000 square feet where we had 
everything in one little space. We grew from there, and 
now we’re in a 16,000 square foot facility with eight 
employees,” noted Brian. 
 
“We do source our oils from the US whenever possible, 
but there are certain things, like sandalwood, jasmine, 
and zdravets that we can’t get domestically. And so, we 
go to suppliers in other countries. We haven’t done it 
quite as much since Covid, but prior to that we tried to 
take an annual trip where we could go and visit a num-
ber of distillers and farmers. We have taken trips to 
Bulgaria, the UK and France. Those are some of the 
most gratifying trips because those people are so pas-
sionate about their organic products and just to hear 
some of the history behind the farms and the growers 
and things is really really cool.” 

 
“We explored doing our own distilling early on, and we took some distilling classes and work-
shops. What we concluded was that there’s people that are better at doing that than we would be. 
It would be kind of a distraction and diversion from building our business and creating the prod-
ucts. We like to leave the processing and distilling of oils to the people that are really best at 
doing it,” noted Brian. 
 
“We focus on three different markets besides our online business. We have a very strong presence 
in natural grocery stores. Whole Foods, Nugget Market, Mother’s Market; lots of small regional 
chains and Sprouts Farmers Market is a fairly new customer for us. We’ve always been selling to 
natural grocers. The second segment of our market is the specialty market. Those are boutique 
type stores. They could be a hospital gift shop. They could be a small boutique shop in a resort 
town. We also work with some conventional grocers, the ones that often have gift and wellness 
areas.” Locally, that’s retailers like Lunds & Byerly’s and Kowalski’s. 
 
“Our third channel, that we’re in quite significantly, is 
in the spa market. We supply the essential oils for all of 
the Massage Envy franchises around the country - about 
1,200 locations. They’ve been a great customer, great 
partner for us for the last going on nine years now that 
we’ve been the exclusive supplier for essential oils that 
are used for massage services and then we also do our 
retail products for them as well.” 
 
“We have a sales manager, Janet, on staff who mostly 
focuses on the specialty market. Much of my own ef-
forts are sales, outreach, meeting with customers, and 
exhibiting at trade shows. Sherri and I have always 
collaborated and created our products together. So, she 
and I and Heather, who is our aromatherapist, are the 

cont.  rareESSENCE  pg. 2
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key members of our product development team. Heather is an amazing aromatherapist,” noted 
Brian. 
 
“She not only knows the clinical side of aromatherapy, but all of us have studied natural perfum-
ery. So, that’s kind of a very unique element that we bring to our product line. There are other 
companies that are selling essential oils or blending essential oils that don’t have that back-
ground. I think our products smell better, and I think that’s because of this background in natural 

perfumery.” 
 
“We have a few more people on 
our staff. They are doing produc-
tion, the actual filling of the 
bottles, capping, labeling, all of 
boxing, all of the things that go 
into creating a finished product. 
Adam is our production manager 
and we have three other people 
that work in production. We’re a 
small, tight knit team.” 
 
“With the passage of the Farm 
Bill in 2018, we became very inter-
ested in CBD and hemp derived 
oils and products. We were just 
kind of waiting for the regula-
tions to catch up before we en-
tered the market. Now we have a 
small topical CBD line. I think 
we’ve created some really beauti-
ful and efficacious products that 
people really love. I expect in the 
future we’ll be doing some expan-
sion in that area, but our main 
area of expansion will be further 
developing our spa line,” said 
Brian. 

 
“Sometimes our customers ask for a particular type of product because they don’t have a natural 
version of it. In the case of our shower steamers, one of our key customers had that product, and 
it was a very popular product, but it was synthetically scented with some other not great ingredi-
ents. So they came to us and said, can you create something that will be natural? In some cases 
we’re looking out into the market and we’re seeing things that we could do as well or better than 
another company is doing. I think our focus on organic is really important. We really want to be 
doing organic products and we don’t want to compete in the conventional world.” 
 
“Our relationship with MOSA has been key to our success, because it’s allowed us to put the or-
ganic seal on our products, which people of course immediately recognize. That’s something 
different than our competitor’s products on the shelf. I think a lot of our competitors are really 
big companies that they’re owned by a much bigger company that are not always committed to 
natural and organic. I think that’s part of what’s been our success is that people recognize that 
there’s two real people behind the products and that we really care about what we’re doing. We’re 
very, very passionate about it.” 
 
To learn more about rareEssence, visit their website: rareESSENCE. n

https://www.rareessencearomatherapy.com/
https://www.fieldforest.net/ 
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CRESCENT MEATS - USDA  
INSPECTED - CERTIFIED  
ORGANIC

FAMILY OWNED for 15 YEARS. 
FULL SERVICE SLAUGHTER 
FACILITY USDA INSPECTED 
-  CERTIFIED ORGANIC. 15332 
State Highway 27 Cadott, WI 
54727. Phone: 715.289.3000. cres-
centqualitymeats.com

 
 
 
To submit an ad to be posted in the 
printed version of the Organic Cul-
tivator and on the MOSA website, 
send it to MOSA, PO Box 821, Viro-
qua, WI 54665, or email to mosa@
mosaorganic.org.  
 
All ads will be posted for 60 days 
free of charge for MOSA clients (100 
words max). For non-clients, cost 
of an ad is $5.00 for 40 words, and 
$0.10 per word over 40 (max 100 
words). MOSA does not guarantee 
that all products posted on this page 
are certified organic, and MOSA is 
not responsible for the accidental 
purchase of non-organic products 
through the use of this page. Always 
check to guarantee the certification 
status of any product before purchas-
ing or using. 

best offer. Osakis, MN, phone: 
320-859-4141. 
 
ROLLER CRIMPERS 
Organic Roots Way is a dealer 
located in Camp Douglas, WI. 
Contact Joel @ joel@rollercrimp-
ers.com or call 608-424-5577 for 
information and pricing shipped 
directly to your address. See 
https://rollercrimpers.com/

 
CUSTOM WEED ZAPPING  
SERVICES - BRODHEAD WI

40’ boom mounted on a highboy 
sprayer. Call Milton: 608-921-3765.

FORAGE/GRAINS 
 
LOOKING TO BUY ORGANIC 
CORN

I am looking to purchase up to 
20,000 bushels of corn.  Located 
in Baileys Harbor WI. Call Jeff 
920-265-0406.

ORGANIC RYE - FREE FOR PICK 
UP, PRESCOTT WI

Useable for organic feed. Bring 
your Semi! 500 bushel minimum 
pick ups. Call Jerry at 715-821-0793. 
 
CUSTOM ROASTING OF  
SOYBEANS

UGolden Grains in Sparta, WI. 
Call 608-269-5150.

 
COMMERCIAL
 
PREMIER LIVESTOCK &  
AUCTIONS

Premier Livestock & Auctions is 
now the only certified organic 
livestock auction barn in the Mid-
west. Sell your certified organic 
cattle and feed. N13538 State 
Highway 73, Withee, WI 54498. 
715-229-2500.

CLASSIFIEDS 
 
LIVESTOCK 
 
FOUR SPRINGING HEIFERS

Certified organic, certified grass-
fed, and A2/A2 Springing Heifers. 
One registered Guernsey, two reg-
istered Jerseys, and one purebred 
Jersey from Grim Farm. Available 
on August 29, 2025 at the Farm-
stead Summer Classic Auction, 
2807 State Route 557, Baltic, Ohio 
43804. For information on the 
auction contact Jacob Beachy 
740-824-4882.

 
FEEDER CATTLE

40 certified organic feeder cattle, 
available in November. Tracy Gal-
lun, 262-338-1539, West Bend, WI 
 
BULL SEMEN

A2, heterozygous polled, 100% 
Fleckvieh, $20/unit. Can be 
shipped from Hawkeye Breeders. 
For Dam and Sire information 
please email: bearcreekacres-
dairy@gmail.com or call Jen at 
563-880-3998.

FARMS/LAND 
 
LOOKING FOR A CASH RENT 
FARMER IN LAKE CITY, IOWA

Organic farm, 100 acres tillable, 
in Calhoun County, Iowa. Land 
has been farmed organically for 
10 years and is currently certified 
through MOSA. Planted in corn 
this year and hay the last 3 years. 
For further discussion, please 
contact Doug: 720-364-7156.

EQUIPMENT 
 
SWATHER, GRAIN HEAD, ETC.

John Deere 800 15 ft Swather 
with Hay Conditioner $1500. John 
Deere 212 Grain Head for 6620 
Combine $1000. NuPulse Pipeline 
$400. Newly built fir silo docks 
21.25 x 24.5 with new hardware, 

http://crescentqualitymeats.com
http://crescentqualitymeats.com
mailto:mailto:mosa%40mosaorganic.org?subject=
mailto:mailto:mosa%40mosaorganic.org?subject=
mailto:joel%40rollercrimpers.com?subject=
mailto:joel%40rollercrimpers.com?subject=
https://rollercrimpers.com/ 
mailto:bearcreekacresdairy%40gmail.com?subject=
mailto:bearcreekacresdairy%40gmail.com?subject=


MOSA uses this newsletter as a  

vehicle to announce any program 

or standards changes to our  

clients, including our Terms and 

Conditions, as well as new or  

revised Organic Standards or  

Rules. Watch this space.
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updates are due back to us by February 1, 2026, and your annual fees are due by April 1. We under-
stand that you probably won’t have your Current Year Field Plan ready at that point, and you may 
not yet know your 2025 sales. The Annual Update will explain how we will collect this informa-
tion from you at a later date. 
 
We’re also gearing up for an audit by the National Organic Program (NOP). Every 18–24 months, 
the NOP audits all certification agencies, and our next one is scheduled for October. 
 
As part of the process, NOP conducts “witness audits,” where they accompany inspectors dur-
ing several client inspections. They also spend a week with our certification management staff, 
reviewing every aspect of our program. This includes verifying that inspectors are qualified for 
the scopes they cover and complete annual continuing education, ensuring Certification Special-
ists accurately interpret the National Organic Standards, checking the accuracy of our materials 
review program, and evaluating our policies and procedures. 
 
At the end, NOP holds a Closing Meeting to present their findings. A final report follows, which 
may include areas for improvement or even noncompliances. In response, MOSA develops a Con-
tinuous Improvement Plan explaining how we’ll address any issues. This process not only ensures 
compliance but also helps us strengthen our systems for the future and builds trust in the certifi-
cation process. 
 
As always, if you have any questions or comments, please feel free to contact me at 
 cori@mosaorganic.org or 844-637-2526.  
 
Thank you for reading, and thanks for your continued commitment to organic integrity. 
 
Warmly, 
 
Cori Skolaski

mailto:cori%40mosaorganic.org?subject=
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